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Burnett Agency Hits $100,000,000, 
Realigns Staff; Young Is President 


Client Roster of 25 
Accounts for Billings 
Total, Up 25% in Year 


CHIcAGo, Dec. 24—Leo Burnett 
Co. on Monday will announce a 
comprehensive series of top-level 
promotions and the achievement 
of a milestone in the company’s 
23-year history—attainment of 
more than $100,000,000 in billings 
in 1958—a 25% increase over the 
previous year. 

The agency’s new executive 
lineup is as follows: 

e Leo Burnett continues as chair- 
man of the board and top officer 
of the company. 


e Richard N. Heath, now presi- 
dent, becomes chairman of the ex- 
ecutive committee and second of- 
ficer of the agency. 


e W. T. Young Jr., now exec vp, 
becomes president. His principal 
function will be coordination of 
the agency’s creative output, mar- 
keting services and the work of 
the account staff. 


e DeWitt O’Kieffe, now vp in| 
charge of creative planning, and! 


one of the founders of: the com- 

pany, becomes senior vp, a staff 

office that gives him freedom for 

major special assignments. 

e Draper Daniels, now vp, becomes 

exec vp in charge of creative 
(Continued on Page 52) 


Jan. 1 Is Mail Rate 
Boost Day for Many 
Mailers, Publishers 


WASHINGTON, Dec. 24—Higher 
postal rates on domestic and inter- 
national mailing of periodicals, 
books and direct mail advertising 
matter go into effect Jan. 1. 

The increase for domestic deliv- 
ery of newspapers and magazines 
is about 10% on editorial portions 
and 20% on advertising content. 
This is the first of three successive 
annual increases authorized by the 
1958 postal rate increase bill. New 
rates for bulk third class retain the 
16¢ per lb. minimum, but increase 

(Continued on Page 52) 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Norge Names Fisher 


Marketing Director; 
Hurt Resigns Post 


Cuicaco, Dec. 24—In a major 
move to centralize its marketing 
direction, Borg-Warner’ Corp.’s 
Norge division, Chicago, has cre- 
ated a new marketing director 
post and filled it with. Waiter C. 
Fisher, formerly the general sales 


| 


manager. 
Simultaneously, Gordon G. Hurt, 
Norge’s national merchandising 


and ad manager, has resigned “be- 
cause of differences of opinion on 
organizational matters.” 


® As director of marketing, Mr. 
Fisher will have supervisory con- 
trol over the advertising, mer- 
chandising and sales training de- 
partments, all of which have been 
supervised until now by Mr. Hurt. 

Mr. Fisher will also be respon- 
sible for the home service opera- 
tion headed by Jessie Cartwright. 
This operation was previously di- 
rectly under Harold P. Bull, 
Norge’s sales vp. 

Replacing Mr. Fisher as sales 
manager is James (Dan) Dough- 
lerty, formerly manager of mar- 
keting of refrigerators. + 


Late News Flashes on Page 53 
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Hertz Names NL&B on 
Truck, Car Lease Ads 


Account Bills $1,000,000; 
C-E, Foote, Cone Retain 
Car, Plane Rental Ads 


Cuicaco, Dec. 26—Hertz Corp. 
added its third agency today, ap- 
pointing Needham, Louis & Bror- 
by to handle national and local 
advertising for its truck and car 
leasing divisions. 

The leasing advertising portion 


of the account, representing $1,-| 


000,000 in annual billings, was 


formerly handled by Campbell- | 


Time Inc. Buys 50% 
of Parents’ Institute 
Subscription Agency 


New York, Dec. 26—Time Inc. 
will move into the magazine sub- 
scription field this week via acqui- 
sition of 50% interest in Family 
Publications Service, a magazine 
subscription agency formerly 
wholly owned by Parents’ Institute 
Inc. 


(Continued on Page 52) 


|Ewald, which continues on the 
| Rent A Car account, amounting to 
$7,000,000 annually. Foote, Cone 
& Belding is the agency for the 
new Rent A Plane division, whose 
billings thus far have reportedly 
been much smaller than the leas- 
| ing divisions. 

Joseph J. Stedem, exec vp of 
Hertz, said, “The recent growth of 
Hertz truck and car leasing serv- 
|ices, and our expansion plans in 
these areas, has made it necessary 
to give these activities identifica- 
tions of their own.” 


s Hertz said the selection of 
|Needham, Louis & Brorby was 
|made after “a number of other 
/agencies were considered” by an 
advertising committee headed by 
| Mr. Stedem. 
| The company said about half of 
'the $1,000,000 to be spent on lease 
advertising next year will be for 
national advertising, primarily in 
| trade and business publications. 

A little more than half the total 
|Hertz budget of about $8,000,000 
| was spent for national advertising 
during 1958, the company report- 
ed. = 


They Made Advertising News in 1958 


(See ‘Highlights of the Year’ on Page 3) 


GEORGE ROMNEY—It was a 
good car year—for Ram- 
bler. 


ROBERT M. GANGER—The come- 
back of D’Arcy was the 
agency story of the year. 


EDWARD T. RAGSDALE—Buick 
was the account switch of the 
year. 


EX-SECRETARY SINCLAIR WEEKS— 
Commerce made a dismal re- 
treat on the federal highway 
outdoor advertising rules. 


GEOFFREY HEYWORTH—The ad- 


vertising expenditures of 
Unilever were placed at 
$232,400,000. 


JOHN HAY WHITNEY—New 
communications empire 
shaping up? 


WALLACE H. WULFECK—The 
ARF failed to organize a 
magazine audience study. 


JACK BARRY—Rumors of rig- 
ging scandals crippled tv 
quiz shows. 


JUDGE JOSEPH Lt. CARTER—He 
axed the ad tax in Baltimore. 


REP. JOHN A. BLATNIK—A withi- 
ering critique of the FTC's 
' weaknesses. 
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New York, Dec. 24—If you 
had to pick the top advertising 
story of 1958, you’d probably pick 
one that was written in bits and 
pieces as the year went on—the 


story of the first year since the | 


war in which total advertising 


| 


tising off the air. 


® Three of the top stories of the 
year were negative in character, 
marking the final interment of 
ideas which came into 1958 al- 
ready bearing the unmistakable 


volume did not climb to new/ stamp of death. 


records. 


As the year came to an end,/diences of 34 general magazines, | 
it became clear that the business| planned as an $800,000 research 
recession of 1958—unlike that of | 
1954—had reached into advertis-|search Foundation, died a final | 
the figures|death after exhibiting brief signs 
of fooling the doctors and surviv- | 


ing, and cut back 


which for 12 years had moved | 


spectacularly and uninterrupted- 
ly upward. Total advertising vol- 
ume was probably off 2-3% for 
the year, and most media were 
down some. Even television, still) 
moving upward in dollar volume, 
found the going tougher, the ad- | 
vertising dollar harder to snare. 
The 1958 total would probably 
be about $10 billion, as against the 
1957 figure of $10.3 billion. 


But as the year ended there! 


were unmistakable signs that the | 
advertising economy, as well as 
the general economy, was headed 
upward, and most observers ex- 
pected new advertising records 
in 1959 and a continuation of the 
inexorable march toward a $15 
billion advertising economy by 
the early '60s. 


s The most exciting story of the 
year to working admen was the 
follow-up on the dramatic firing 


Forward Look’ Takes a Back Seat... 


M’Cann ShedsChrysler 


to Take Buick Account 

prmteye rhe ond cn sot an 
Surprise in Sudden Shifty Upon © eitetionsl and 
7 Mere ner 


Mace. Feb (3 —BcCene. 
aromed an Me 


-~ 
world ond the 


of Kudner by Buick late in ’57 
—the unexpected appointment of 
McCann-Erickson ‘to handle the 
Buick account. McCann gave up 
the Chrysler and Imperial ac- 
counts to take on Buick, a move 
which caused shocked intakes of 
breath in many ad circles and 
led AA to say editorially, “We 
are not very proud of the adver- 
tising business this week.” But 
others quickly rushed to McCann’s 
defense, pointing out that giving 
up one account to service a com-| 
petitor was not particularly new | 
or unusual and that, anyhow, the | 
McCann-Chrysler honeymoon was 
over. 


# The liquor business managed to 
write one of the most interesting 
stories in the advertising world 
in 1958, first by finally deciding, 
after a couple of years of backing 


Distillers Wary but Still 
Plan Ads Using Women 


end that 


and filling, that women could be 
pictured in liquor ads (although 
not in the act of drinking); by 
gaining a new and important 
magazine outlet when The Satur- 
day Evening Post let down the 
rigid bars against liquor advertis- 
ing which had applied all through 
the Curtis publication’s history; 
and finally, by stirring a contro- 
versy in the broadcast business, 
where the self-imposed ban on 
liquor advertising which has been 
in existence since Repeal seemed 
gradually to be wearing away. 
But at year end only a handful 
of relatively small stations and a 
handful of advertisers had brok- 
en the ban, and most broadcast- 
ers (and liquor advertisers) were 


insisting they would keep adver- 


The projected study of the au- 


project by the Advertising Re- 


ing when TV Guide came up with 


an offer of a $150,000 contribu-| 


tion to the project. But in the 
face of determined resistance by 
most major magazines, and a 


ARF Drops Magazine 


growing feeling among advertiser 
and agency members of ARF 
that it was going off in the wrong 
direction, the project ultimately 
was officially buried, to the ac- 
companiment of an “agonizing 
reappraisal” of the ARF organi- 
zation and activities. Yet at year- 
end, members of the Assn. of 
National Advertisers took advant- 
age of an open breakfast period at 
the ANA annual meeting to sound 


the tocsin for a revival of the! 


magazine study, but not as either 
an ARF or an ANA project. 


® Less formally, but just as sure- 
ly, another research concept died 
during the year. This one was 
“subliminal” advertising—the no- 
tion advanced the year before, in 
a fanfare of publicity, that mess- 
ages flashed on movie or tele- 
vision screens during regular pro- 
grams, at so rapid a rate that 
they could not be _ consciously 
seen, could nevertheless actuate 
viewers to take the action in- 
dicated. 

The idea raised a frenzy in pub- 
lic and legislative circles—a bill 
was introduced in the New York 
legislature to require theaters to 
notify movie patrons if subliminal 
messages were used, and in Cal- 
ifornia the state senate voted un- 
animously to ask Congress to pro- 
hibit subliminal advertising on 
television. 

In the meantime, numerous 
tests, including one by Canadian 
Broadcasting Corp., and another 
viewed by the FCC, indicated that 
no measurable effect could be 
attributed to subliminal advertis- 
ing. At year’s end, the once-ex- 
citing idea seemed to be sinking 
below the level of advertising 
consciousness forever. 


® Death came also, after a long 
and lingering illness, to fair trade, 
particularly in the appliance busi- 
ness. The lethal blow was de- 
livered by General Electric Co. 
at the end of February, when it 
announced complete abandonment 
of fair trade and called it unen- 
forceable, legally and competi- 
tively. Sunbeam Corp., one of 
fair trade’s staunchest advocates, 
followed suit within hours, as did 
Toastmaster, Ronson and Hamil- 
ton-Beach. Casco Products, Parker 
Pen and Bissell Carpet Sweeper 
announced they were staying with 
it, but fair trade ceased to have 
any real importance in the ap- 
pliance field. 


# One of the least lamented ad- 
vertising deaths during the year 
was that of the Baltimore tax on 
advertising, which was legally 
killed by Judge Joseph L. Carter 


{in Maryland circuit court, where 
he held that the tax infringed 
constitutional guarantees of press 
freedom. During the early months 
of the year the tax was assailed 
by the mayor of San Francisco 


D’Alesandro Recants. Fights Own Measure .. . 


First Law Freeing Ads from Tax 


| 


and efforts to introduce local ad- 
|vertising taxes were fended off 
in several cities. All of the steam 
jcame out of the movement when 
|Mayor D’Alesandro of Baltimore, 
|who instigated the tax, had a 
| change of heart and sponsored its 
|repeal. But in the meantime, the 
Maryland legislature had adopted 


a bill prohibiting cities from plac- | 
ing special discriminatory taxes) 


on advertising. 


s The television quiz show, rid-| 


ing high and mighty as the year 
|dawned, was all but a memory 
as 1958 closed, in the wake of 
charges and counter-charges 


jabout rigging, special treatment | 


|of guests, etc. The ad _ business 
jfelt, in general, that the quiz 
| shows had run their course re- 
gardiess of the charges—and 
wondered wistfully how long it 
would take the Western craze to 
do the same. 


# Washington reached out to grab 
the spotlight during the year. The 
Post Office put through increases 
in all classes of mail, which had 
a major effect on magazine costs, 
direct mail, etc., and also helped 
unsettle the magazines’ new- 


‘Life’ Resists P.O.'s 
Crackdown on Inserts 


found interest in unusual inserts 
with two cases against Life (in- 
volving potential mail penalties of 
over $1,000,000) and one against 
Ladies’ Home Journal, all based 
on alleged violations of second 
class rules. 

And the Department of Com- 
merce gave admen the impression 
that it did not believe in adver- 
tising, with rules promulgated by 
the Patent Office prohibiting ad- 
vertising by those practicing be- 
fore it (even though they might 
not be lawyers), and by regula- 
tions governing outdoor advertis- 
ing on federally-assisted high- 
ways that many felt amounted to 
prohibition rather than regula- 
tion. 


s Under pressure from Sen. Estes 
Kefauver of Tennessee, ardent 
devotee of public power, Internal 
Revenue’ Service re-interpreted 
regulations which have been on 
the statute books for 30 years, 
deciding that ads discussing con- 


Internal Revenue Says ‘No’. . . 


Courts May Have to Decide Tax 


troversial public issues may be 
“propaganda” or “lobbying,” and 
thus not tax deductible as busi- 
ness expense. Caught in its new- 
ly-fashioned web: the campaign of 
privately-owned electric com- 
panies which has been running 
for many years under the direc- 


soe 
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ADVERTISING REVIEW: In’58 Admen Sold Harder, 


|tion of N. W. Ayer; pr advertis- 
ing of Timken Co. from 1951 
through 1954; and one-half the 


cost of a Minneapolis Star and} 


Tribune campaign during the 
|1956 election period. The Federal 
|Power Commission also got into 
the act, ruling that ads which 
discuss public vs. private power 


expense in computing rate bases 
for electric companies. 


® On Capital Hill the advertising 
jand broadcasting businesses— 
and their regulatory agencies in 
the government—got a rough go- 
ing over. 

Demands for more vigorous pol- 
icing of misleading advertising, 
particularly in the food and drug 
field, emanated from a House 
committee under Rep. John Blat- 
nik of Minnesota, which spent 
much time and garnered many 
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headlines investigating advertis- 
ing for cigarets, weight reducers, 


tranquilizers and toothpaste. The 
|committde used words like 
“tardy,” “apathetic,” and “inef- 


fective” to describe the activities 
\of the Federal Trade Commission, 
land proposed that advertising 
control in the food and drug field 
be given to the Food & Drug Ad- 
|ministration. The latter body 
meanwhile, was crusading against 
“quackery” and misleading label- 
ing, attacking “royal jelly,” fore- 
ing P&G to redesignate Jif as a 
“peanut spread” instead of “pea- 
nut butter.” 


|a The Federal 


Communications 
Commission, boss of the nation’s 
broadcasting, meanwhile took a 
first class beating from the spe- 
}cial House committee on legisla- 
‘tive oversight headed by Rep. 
|Oren Harris. Stories of favoritism, 
cronyism and political pressure 
at FCC led to the resignation and 
indictment of one commissioner, 
and prompted the FCC—under in- 
\structions from Congress and the 
|courts—to reopen several contro- 
|versial tv channel awards, in- 
{cluding Channel 10 in Miami and 
Channel 5 in Boston. 

On other fronts, FCC aban- 
doned a plan for large-scale pub- 
lic testing of toll tv under 
pressure from Congress, which 
insisted this was a public-policy 
matter properly within the con- 
gressional realm; 15 months after 
receiving the report of its special 


Senators Hit GM, Say 


network study group, FCC had 
not yet reached a conclusion on 
its controversial suggestions. 


a The Senate was at work, too. 
A Senate anti-monopoly subcom- 
mittee published a discussion of 
concentrated control in the auto 
industry, stressing styling and 
the “high unit cost” of advertis- 
ing automobiles as factors adding 
to the concentration of power, the 
cost of cars, and their lack of 
salability in the market place. 
And the Justice Department was 
campaigning vigorously against 
monopoly, with such actions as 
a civil suit asking Lever Bros. to 


cannot be considered a business | 


divest itself of All detergent, ac- 
quired from Monsanto Chemical 
Co. 


® The pleasantest news of the 
year for advertising people came 
out of AA’s annual analysis of 
obituaries. This showed that av- 
erage age at death of advertising 
men had moved up to 63 in 1957 
—a sharp improvement from the 
previous year but still well below 
the 68.6 years average for physi- 
cians, and the 68.4 average for all 
white males. 

The least pleasant aspect of the 
year was the rash of novels about 


“Bob. | Don't Think This Place Agrees with You' ... 


Vigneties of Admen Brighten New 
Mayer Book, ‘Madison Ave., U.S.A.’ 


advertising, all depicting the 
wenching, guzzling, irresponsible 
adman at his worst. There was 
one exception—Martin Mayer 
wrote a non-fiction report on ad- 
vertising, “Madison Ave., U.S.A.,” 
which most admen felt was a 
sensible, accurate portrayal of the 
ad business. 


® And then there was, anti- 
climactically, the release of the 
complete, 424-page Frey report 
by the ANA, with its conclu- 
sion that “a universal, stand- 
ard compensation method (for 
advertising agencies) is difficult 
to accept.” Complete absolution 
was given to rebating. Calling it 
“far from an unknown practice,” 
the report said there was “no rea- 
son why, ethically or logically, an 


Rebating by Agencies 
Isn't Unethical: Frey 


agency should refrain from pass- 
ing on part of its commissions to 
its clients if it so desires.” 


# Marketing and advertising news 
was made in courts throughout 
the land. Some samples: 


e The Ohio supreme court held 
that statements made in ads are 
an implied warranty, and that a 
consumer may sue a manufactur- 
er if he suffers harm because the 
product is not of the quality 
claimed in the manufacturer’s ad- 
vertising. 


e A US. appellate court reversed 
a lower court dismissal of an 
anti-trust suit against General 
Foods, Hunt Foods and Morton 
Salt Co., in the Woman’s Day 
case, saying these advertisers had 
failed to prove that their pay- 
ments to Woman’s Day for ad- 
vertising were available propor- 
tionately to retailers competing 
with A&P. But revised distribu- 
tion for Woman’s Day outside 
A&P seems to dispose of the cen- 
tral question. 


e Carl Byoir & Associates, pr 
firm which handled the campaign, 
and Eastern Railroad Presidents’ 
Conference and 24 eastern rail- 
roads, were found guilty in a fed- 
eral anti-trust suit, and ordered to 
pay $852,074 in triple damages and 
attorneys’ fees to Pennsylvania 
Motor Truck Assn., in the first 
case on record involving a public 
relations campaign and pr prac- 
titioner. 


= In Canada, the special 20% 
tax on gross advertising revenue 
of Canadian editions of foreign 
magazines was repealed in June, 
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Contended with Government, Merged and Remerged 

18 months after its enactment.| around the country—although var- {Cone & Belding, which had Edsel,;seph M. McMahon Jr. director of|several innovations—mild little 


Reader’s Digest and Time, prin-|iously assessed subsequently, the got Lincoln and Continental from advertising, and Francis Smaw-|cigars packed in soft packs of 20, 


cipal | targets of the tax, are|Bureau of Advertising of ANPA | K&E. ley ad manager, and promptly|and cigaret tobacco rolled in a 
principal beneficiaries of the re-|clearly thought well enough of the | abandoned the “Schlitzerland” ad- cigar wrapper—tested customer 
peal. |idea to schedule a similar event|# Other American auto account|vertising which Toigo had insti-|reaction ... Camel tested reaction 


By 1975, says a new study of! for April, 1959. 
the Committee for Economic De- In the meantime, some com- 
velopment, average income of the|mentators saw the fall-off of auto 
American family, after payment’ sales as a logical result of reduced 
of all income taxes, will be $7,- 
100. Current disposable income is 
about $5,300 per family. 

Pope Pius XII, who designated | 
St. Bernardino of Sienna patron 
saint of advertisers a year ago, 
early in 1958 gave television a/| 
patron saint—St. Clare of Assisi. 


switches during the year involved | tuted in favor of a “move up to 
Buick, from Kudner to McCann-| quality” theme ... Pabst tried un- 
Erickson; Chrysler and Imperial, successfully for a merger with Pep-| 
from McCann to Young & Rubi-/si-Cola, then bought Blatz from|ting the pyramids right back 
Schenley for $16,500,000, in the| where they were.” ... 

process acquiring a new top team: 
James Windham, Blatz president, 
took over the Pabst presidency; 


to a modernization of its pack, 
found it bad, quickly ran full-page 
newspaper ads saying, “We're put- 


Top 100 National Advertisers Hike 
Ad Expenditures to $2.2 Billion 


General Motors, P&G, Ford Lead; Food Ad) 9 @s 21 Food 
Companies Land on List; Auto Makers Second Biggest Spenders Among Leaders 


s The rash of suits against cig- 


aret companies claiming damages 
Ted Rosenak, Blatz ad boss, and |for deaths and disabilities due to 


Rocco Bunino, sales boss, took jyng cancer “due to smoking” 


over the corresponding spots at| seemed to be getting nowhere; one 
> i ini i in 2s : : . 
Pabst while retaining their Blatz)in Louisiana ended in a mistrial, 


(Marketing profiles of the 100 leaders begin on Page 45.) 


4 - 

— at  eoend S end, Shaw-Barton Crrcaco, Aug 22—The 100 leading national ad- | 000,000 in 1956. offices De . ‘ | and the Supreme Court refused to 
0., producer of calendars, un- vertianns-Seeeieed tials edveriining. eupendinaes | Asventeanus fan's third ssvteet denetlill Toward year-end Schlitz re-in- | 

veiled its 1960 lines for its sales Seompered ott 60 tition fer the 100 natnel advertises showed. jority holding vigorated its Old Milwaukee} 

force and noted a sharp decline editure was by General Motors wants in the yeor the recemion slowed & brand, and moved, like others in| Supreme Court Won't! 

in demand for calendar nudes Raaisss OM maintained | pendivures, three held even and 23 cut Deck 


second consecu- 


the brewing field, toward multiple | 
brands. The ad account went to| Revive Reynolds Ad 
‘Death Cause’ Suit 


Grant ... Carling Brewing, Cleve- 
land, sixth largest brewer, bought Wasuincron, Nov. 11—The Su- 


since the end of the Korean war, 
until now “a calendar customer 
really has to search to find a 


nude.” | Heidelberg Brewing, Tacoma Scssto a tation by 0 toma one 
promotion (AA figures showed|cam; Chrysler institutional and | Research Corp. of America report- blames cigaret advertising ry tom 

Advertisers |per-car ad expenditures in 1957 export, from McCann to Leo Bur-| ed the 25 largest brewers acepunted | husband's death. 
Lord Heyworth, chairman of 2Veraged $30.69, as against $32.24 nett; and Studebaker-Packard | for 69% of total beer volume in| td eg ht poor wea 
Ciiteter wise d at the giant i? 1956), while a government|from Burke Dowling Adams to |’57, highest total ever AA’s | Mrs. Eva Cooper, a widow, who 


claimed her husband, Joseph, died 
from lung cancer because he be- 
lieved “false” health claims for 
Camels. 

Federal district courts dismissed 
the case for lack of proof after 
Reynolds denied making false 
claims. The suit origi rte 


committee cited the same AA fig- D’Arcy. | study of beer ad expenditures | 
ures to prove that ad costs were| Chrysler moved into the small|showed brewers spent $1.16 per 
now so high they were helping! car field by buying Ford’s interest| barrel in measured media _that| 
cut down auto sales. jin Simea, French manufacturer year, compared to $1.09 the pre-| 
. .. Packard came to the end of the vious year... 

|@ Ford, struggling with organiza-| trail after 56 years as an impor-| 

tional problems and the unsuc-|tant product and important na-|8 Per-carton cigaret ad costs also 
cessful Edsel, formed an M-E-L | tional advertiser... |rose in ’57 from the previous year, 
division under former Packard | | averaging 5.7¢, according to a sim- review a district court decision in 
president James J. Nance, to han-|® In the brewing industry, Pabst\ilar AA study. Camels had the | a lower case dismissing a similar 
dle Mercury, Edsel, Lincoln, Con-|made the most news, as a stock-| lowest cost, 2¢ per carton; Oasis|suit against Reynolds . and in 
'tinental and its English-made car,| holder group headed by two Pabst! had the highest, 45¢. But the big-| November the Tobacco Institute 
made C. E. Bowie general sales|grandsons sought to wrest con- | gest “advertising” news of the/estimated 1958 consumption of cig- 
manager, and by September had |trol from Harris Perlstein, presi- year came from a Reader’s Digest|arets would hit a record 425 bil- 
replaced Nance as division head dent and chairman, after the story at midyear, giving Kent,!lion units, compared with 409 bil- 


corporation’s annual meeting in 
London that Unilever spent $232,-| 
400,000 on advertising throughout 
the world in 1957, giving it a rea- 
sonable claim to “world’s largest 
advertiser” title. And Lee Price, 
vp of Coca-Cola, said that Coke is 


the most heavily advertised single 
product in the world, with more 
than $40,000,000 put behind it in 
1957. 


with Ben D. Mills, 
assistant. In a somewhat surpris- 


his original 


ing shift at year-end, Edsel, repo- 
sitioned “just above the lowest” 


in price, was assigned to Kenyon 


Meantime, AA estimated total|& Eckhardt (Mercury and Ford 


ad expenditures for the top 10 


American advertisers in 1957 as | 


follows: 

General Motors, $144,526,000; 
Procter & Gamble, $110,000,000; 
Ford, $103,500,000; General Foods, 
$87,000,000; Lever Bros., $80,000,- 
000; General Electric, $72,949,000; 
Chrysler, $72,300,000; Colgate, $64,- 
000,000; National Dairy Products, 
$38,000,000; American Home Prod- 
ucts, $36,000,000; Westinghouse, 
$36,000,000. 

And outside the U.S. and Can- 
ada, AA estimated, the eight lead- 
ing world advertisers are Unilever, 
$125,000,000; Colgate-Palmolive, 
$50,000,000; and the following, 
each spending over $10,000,000: 
Philips, Royal Dutch Shell, Proc- 
ter & Gamble, Standard Oil (N.J.), 
Nestle, and Imperial Tobacco. 


# American automobile manufac- 
turers, so long the symbol of in- 
genuity and aggressive styling and 
salesmanship, took a terrific lac- 
ing from everyone during the 
year, even the President of the 
U.S. hinting that their high- 
handed styling operations con- 
tributed to the recession. Out of 
all the talk came hugely disap- 
pointing sales, congressional in- 
vestigations and a federal law re- 
quiring posting of manufacturer’s 
suggested list prices on all new 
cars; a variety of special selling 


‘You Auto Buy Now, 
Clevelanders Told, 
and Buy They Did 


(See letter on Page 3) 
CLEVELAND, March 7—This city 
went on a car buying binge last 
week. Result: Almost 7,000 new 
and used automobiles were sold. 
“You Auto Buy Now” was the 
theme of an intense one-w. sell- 


events, notably the “You Auto 
Buy Now” campaign triggered in 
Cleveland and hailed as so suc- 
cessful that it spread like wildfire 


institutional agency), while Foote, 


brewer’s worst year. They lost, 
even though bolstered by John 
Toigo, who left his $100,000 post 


as ad and marketing director of, 


Schlitz to become the group’s can- 
didate for president of Pabst ... 


|In the process, Schlitz made Jo- 


Old Gold straights, Sano and King 
Sano “safest” smoke labels, and 
causing Kent sales in particular 
to soar... 

Philip Morris started market 
testing a new mentholated filter, 
Mayfield, in the Northwest, and 


e ROBERT M. GANGER—The 
chairman of the board of D’Ar- 
cy spearheaded its successful 
new business efforts in 1958, 
a year in which it regained 
Studebaker and the Glenmore 
scotches, moved into Colgate- 
Palmolive, picked up Nehi 
Corp. It was a notable come- 
back for an agency which had 
been in low gear after its loss 
of Coca-Cola. 


e WALLACE H. WULFECK— 
The chairman of William Esty 
Co.’s executive committee was 
chairman of the Advertising 
Research Foundation during the 
year in which ARF tried to get 
publishers to do the major fi- 
nancing of a study of magazine 
audiences. The project was 
abandoned for industry amity, 
but was still being discussed by 
advertisers. 


e JOHN HAY WHITNEY—The 
purchase of Parade and his as- 
sumption of a major role in the 
New York Herald Tribune re- 
inforced the opinion of observ- 
ers who had been watching the 
Whitney interests in Corinthian 
Broadcasting Corp.: A new and 
major force in communications 
was being formed. 


e EDWARD T. RAGSDALE— 
The boss of Buick jerked his ac- 
count out of Kudner Agency 
and went looking for new agen- 
cy talent in person. He found 
what he wanted in McCann- 
Erickson, which dumped Chrys- 


Ten Men Who Made Advertising News in 1958 


(See Pictures on Page 1) 


ler to take Buick, scandalizing 
a segment of the advertising 
world in the process. The Buick 
1959 campaign—“THE Car’’— 
drew applause from the auto- 
mobile business. 


e GEORGE ROMNEY—The 


president of American Motors 
had weathered the efforts of 
Louis Wolfson to move into his 
company. For years he had 
preached the utility and future 
of the smalier car; in 1958 its 
advertising was tough and di- 
rect in its assault on gas-guzz- 
ling dinosaurs of the road. The 
Rambler was a hot car, and all 
Detroit knew it. 


e GEOFFREY HEYWORTH— 
Lord Heyworth, chairman of 
Unilever, departed from tradi- 
tion to tell stockholders that 
the giant soap company spent 
$232,400,000 in 1957, about half 
of it in North America. This 
break with reticence was ac- 
companied by a spirited defense 
of so large an advertising budg- 
et—virtually equal to Unilever’s 
“trading profit.” 


e JACK BARRY—The emi- 
nence of the quiz show as a 
television property was serious- 
ly damaged by the charges of 
rigging scandals in New York. 
In the face of ratings declines, 
shows which had been the envy 
of the advertising world quietly 
folded. 


e REP. JOHN A. BLATNIK— 
The advertising world has been 


critical of the Federal Trade 
Commission, but the hearings of 
the Blatnik committee provoked 
a kind of half-hearted defense 
of the commission from some of 
its former critics. Mr. Blatnik, 
a Democrat from Minnesota, 
was particularly critical of FTC 
in relation to such volatile in- 
dustries as cigarets and denti- 
frices, and suggested transfer- 
ring jurisdiction over their ad- 
vertising to the Food and Drug 
Administration. 


e JUDGE JOSEPH L. CARTER 
—The advertising tax was 
knocked out in the Maryland 
circuit court, culminating a suc- 
cessful fight by Baltimore me- 
dia and advertising groups. 
Judge Carter held the tax in- 
fringed constitutional guaran- 
tees of press freedom. The im- 
petus behind the tax was 
sapped when Mayor Thomas 
D’Alesandro decided it wasn’t a 
very good idea, and the Mary- 
land legislature enacted legisla- 
tion prohibiting such a tax. 


e SINCLAIR WEEKS—tThe 
former Secretary of Commerce 
surprised and disheartened ad- 
vertising men by his acquies- 
cence in a discriminatory set of 
rules for outdoor advertising on 
the new federal highways. For 
many advertising men, it dem- 
onstrated again that advertising 
had few friends in government 
—including the Department of 
Commerce. # 


lion last year... 


= Dog food manufacturers were 
restless advertisers during the 
year: Quaker Oats dropped Need- 
ham, Louis & Brorby for Ken-L- 
|Ration, in favor of J. Walter 
| Thompson; Pard (Swift) went 
ifrom JWT to Dancer-Fitzgerald- 
|Sample; Rival from McCann- 
| Erickson to Guild, Bascom & Bon- 
|figli; and late in the year Red 
Heart (Morrell) announced it was 
\leaving Campbell-Mithun and 
| Searching for a new agency...In 
| the meantime, everyone seemed 
|eager to get into the aerosol den- 
tifrice parade, not only companies 
\like Colgate, Pepsodent, P&G, 
|Rexall and Dr. West, but new- 
|/comers to the dentifrice field like 
|Carter Products, with a _ paste 
|called Snow White ... and H. J. 
Heinz put a concentrated tomato 
juice, which needs no refrigera- 
tion, into national distribution 
after a year of tests... 


s Corn Products Refining and Best 
Foods merged to create a new 
giant in the food field, with esti- 
mated ad expenditures of $20,000,- 
000 ... Lever Bros. acquired Air- 
Wick from Seeman _ Bros, 
Chesebrough-Pond’s bought Vick’s 
cosmetics line (Prince Matchabel- 
li, Seaforth, etc.), while Vick took 
over Lavoris Whirlpool took 
over Servel gas refrigerators 
‘Revlon bought enough stock to 
control Schick Inc., after acquiring 
Thayer Laboratories and Knomark 
Mfg. Co. ... and C&C Television 
|Corp., tv film distributor and lead- 
er in barter time deals, purchased 
controlling interest in Hazel Bishop 
Inc. from agency man Raymond 
Spector Gilbert and Clark 
Swanson, who sold C. A. Swanson 
& Sons to Campbell Soup in 1955, 
‘bought Paxton & Gallagher Co., 
Omaha roaster of Butter-Nut cof- 
fee... B. T. Babbitt bought Charles 
Antell Inc. and set the cosmetics 
company up as a division... 

In the pharmaceutical field, it 
looked as though the next “won- 
der drug” to get heavy promotion 
and develop intense competition 
would be an anti-diabetic drug 


(Continued on Page 51) 
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Heileman’‘s New 
Malt Liquor to Be 
Marketed in 4 States 


La Crosse, Wis., Dec. 23—G. 
Heileman Brewing Co. will begin 
marketing Special Export malt 
liquor, a new product, after Jan. 1. 

Distribution for the new product 
will be initially in Missouri, Louis- 
jana, Arkansas and Texas—all 
states outside of Heileman’s pres- 
ent marketing area. The malt lig- 
uor will be packed in 8 oz. cans 
and sold in six-pack cartons. 

Heading up Heileman’s new malt 
liquor division are Earl Thomas, 
sales manager, and Herb Borg- 
mann, assistant sales manager. 
Both men joined the brewer yes- 
terday; previously they were as- 
sociated with M. K. Goetz Brewing 
Co., St. Joseph, Mo. 


® Heileman will support the intro- 
duction of the malt liquor with ex- 
tensive point of sale displays in 


retail stores and taverns. The com- 


pany plans advertising support in 
|media later next year. 

| MecCann-Erickson, Chicago, 
agency for Heileman’s Old Style 
and Special Export beers, has been 
named as agency for the malt liq- 
uor. + 


Kindred Named K]BS Head: 
Station Seeks Power Boost 

Robert N. Kindred has been 
named general manager of KJBS, 
San Francisco. Mr. Kindred served 
five years with International News 
Service and one year with United 
Press and for nine years published 
a string of weekly newspapers in 
Nebraska. He is credited with 
having originated in 1935 the idea 
of broadcasting news every hour 
as a regular service. 

Mr. Kindred has announced that 
KJBS has petitioned the FCC for 
| permission to construct a new 50,- 
|}000 watt transmitter. The station 
|wants to build a new $250,000 
|plant which would increase the 
| station’s population coverage 300% 


and make KJBS the most power-| 


ful independent radio station in 


|the San Francisco Bay Area. KJBS 


also has promoted Jack Campbell 
to local sales manager and Gary 
Gartlund to account executive. 


Adds Two Accounts 

Advertising & Merchandising 
Associates, Boston, has been named 
to handle advertising for K. J. 
Quinn & Co., Malden, Mass., rneker 
of chemicals and finishes for the 
leather and shoe industries, and 
Boston Toplift & Cut Sole Co., 
maker of leather shoe products. 
Robert F. O’Brien Co. formerly 
handled Quinn; Boston Toplift has 
not had an agency before. 


‘Bee’ to Add Sunday Edition 

The Sacramento Bee will begin 
publishing a Sunday edition start- 
ing Feb. 1. Major features will be 
shifted from the McClatchy news- 
paper’s Saturday editions. Adver- 
tising rates will not be changed 
immediately. 


The Sun 


Big-league Baltimore is a sports-hungry 
city. Witness 15,000 pro football fanatics 
trekking to New York to root for their be- 


loved Colts. And morning, 


Sunday, the Sunpapers assuage the local 
appetite with a steady diet of stimulating 


shines on Sports 


fare. Names like Paul Menton, C. M. 
Gibbs, Jesse Linthicum, the redoubtable 
Red Smith and many, many others are 
by-words to readers of our sport pages. It’s 
talent like this that makes The Sunpapers 
the buy-word of profit-hungry advertisers. 


evening and 


JESSE 

: A. 
LINTHICUM 

Sports Editor 


Sunlight 


On Sports 

Baltimore In Headlines 
w—n-—n 

Colts. MacPhail. Richard« 


Sportopics 


4 BALTIMORE has been in 
sports headlines all week in 


York. The amazing 


tackle the Giants in Yankee 
dium tomorrow, have rece 
such high-powered publicity 


Ewbank Taken For 


Colts, 


Advertising Age, December 29, 1958 


Highlights of This Week's Issue 


Leo Burnett Co. shifts its top-level ex-| 
ecutives and announces it reached a| 
billing level of more than $100,000,000 
in 1958—a 25% increase over the pre- 
vious year; W. T. Young Jr. is named 
new president, Richard Heath moves 
from president to chairman of the 
executive committee, and Leo Bur- 
nett remains as chairman of the 
OI enpccrenccecnseoens animate & 


Norge appoints Walter C. Fisher, general 
sales manager, to new marketing di- 
rector post; Gordon G. Hurt resigns 
as national merchandising and ad man- 
EI stiiisishtiabbtnalathobiamceeniintngiebteasscis 

Hertz Corp. adds Needham, Louis & 
Brorby as its third agency to handle its 
national and local advertising for its 
truck and car leasing divisions .Page 1 


cigar ads refreshing, and an example 
of advertising as good reporting ..Page 32 


The top ten agencies are owned by the 
working employes, with the agency 
buying back any stock when employes 
leave or retire, Advertising Age sur- 
vey shows 


General Foods Ltd. names McKim Adver- 
tising Ltd. the third member of its 
team of advertising agencies in Can- 
GDR. comtersertineintinns senininlateiiabenie aneine Page 36 


| Nen-food items, especially those former- 
ly available only at the corner drug 
store, are today as important to gro- 
cery sales as the cracker barrel once 
was, Scripps-Howard newspapers study 
shows 


Advertising expenditures in radio and 
television crossed the $2 billion mark 
in 1958, the National Assn. of Broad- 
casters and the Federal Communications 
Commission estimates indicate .Page 40 


Census Bureau population experts project 
a 38% to 51% increase in the number 
of U.S. households during the next 22 
years, with the number of households | 
increasing from 50,400,000 in 1958 to! 
up to 76,000,000 in 1980 


The Industrial Advertising Research In- | 
stitute considers the desirability and | 
ways and means of coordinating indus- 
trial sales and marketing activities in 
its new study, “How to Coordinate In- 
dustrial Sales and Advertising” ..Page 2@ 


Philip Morris revives Johnny the Bellboy | 
and his “Call for Philip Morris" as a| for herself, sets up personalized in- 
nostalgic reminder to smokers who have| scribed candy business 
been switching their loyalty away from | i ee 
Philip Morris in the past few 


The Internal Revenue Service rejects ef- 
forts of appliance and advertising asso- 
ciations to retain a tax exemption for 
cooperative advertising funds in com- 
puting federal excise taxes on manu- 
factured products ooo... Page 42 


| After watching her clients prosper in 
mail order, Sylvia Brown, free lance 
copywriter, decides to go into business 


the impact of its brand iden- 
tifications, James Lees & Sons Co. in- 


ES: SEES A, i Ce Page 21 


Smokers smoked up another record in 
cigaret sales during 1958, consuming 
424 billion cigarets—some 14.6 billion 
or 3.6% more than last year, Business 


Week reports in its annual cigaret 
sales study Page 24 
McCall's, Holiday, and Everywoman’s 


Family Circle report a business upturn 
of major proportions for the early 
part of 1959 Page 25 


Campbell Soup Co. will support a repeat 
in mid-January of its major national 
promotion of tie-in items, “Soup ‘'N’ 
Crackers,”" with the most extensive ad- 
vertising put behind this merchandising 
ES a eee nee Page 27 


&. B. Weiss foresees early development 
of an electronic scanning device which 
will allow vending machines to accept 
paper money, ushering in the new era 
in which vending machines can go into 
higher price lines 


The Creative Man finds the White Owl 


troduces a new trademark in 1959 as 
part of the most intensive advertising 
campaign of its 112-year history ..Page 47 


REGULAR FEATURES 


| Advertising Market Place 
Along the Media Path 
Art Director's Viewpoint 
Chain Store Sales 
Coming Conventi 
Creative Man's Corner 
Drawthinks 
Editorials 


Employe C 
| Farm Publications Linage 
| Getting Personal 
| Obituaries 
| On the Merchandising Front ... 
| Photographic Review .... ssveggenee Manes 
Rough Proofs 

Salesense in Advertising ......... 
This Week in Washington 
Versatile Adman . 
| Voice of the Advertiser 
| What They're Saying 


Seagram Sets Annual 
Moderation Drive 
in 90 Newspapers 


New Yor«K, Dec. 23—The House 
of Seagram will use 90 newspapers 


The latest Seagram moderation 
message will be published in coop- 
eration with the entire member- 
ship of the National Licensed Bev- 
erage Assn. and the National 
Liquor Store Assn., representing 
80,000 licensees. 

Agency for Seagram’s institu- 


Granted In Success 


di gridiron bam in 70 markets for its annual New tional advertising is Warwick & 
Early in w Year’s moderation message to ap-| Legler, which is also the agency 
were 4 fourneint fara By P aul Menton pear Dec. 1 with the slogan, “To-|for Seagram’s 7 Crown whisky, 


Seagram’s V. O. Canadian whisky 


the Giants, but the odds dro} 
and Seagram’s Golden gin. + 


when it become known 
Tok Jy = >a" ss. 


GIBBERISH 


CLIMAXING their _ six-year 
climb from the shabby misery 
of last place to the gaudy pent- 
house reserved for champions, 
the Colts gave such a stirring 
exhibition of team effort that 
you can't select any special stars 
without being unjust to the 
guys who performed less spec- 
tacular, but just as important,| | — 
tasks, Be 

We still believe that one of 
the most important happenings 
Sunday, that had its part in that 
sensational surge of the Colts 
from way back down the track, 
was something not visible to the 
bug-eyed fans. 

This would be the electrifying 
announcement over the ampli- 
fiers that the Pittsburg Steelers| 
had topped the Chicago Bears, 
thereby making it possible for 


: night, when it’s one for the ar 
Sports Editor be sure its coffee.” 

bhorrent, but it is possible the Colts will 
ames and watch the Chicago Bears play 


tional Football League title on Decem- 


ae 


x * 


—BY- 
C. M. GIBBS 


n happen, either. 

ms an appropriate time to pass out 
itement, joy and thrills of the current 
| here on Sunday with the San Fran- 


layer from steady John Unitas to rookie 
included in the lavish praise meted out} | 
yed confidently atop the Western Con-| | 
ning victory over Detroit in September.| — 
feeb) Ewbank seems to be taken for 


Years Ago 


ne. It is under such conditions he can do 
sound, winning football team. The better 
ride he has in its success and the rising 
rs. 

remembers three years ago this time. 

a question of who the man would be to 
tically everyone out of a job was men- 


North & South & East & West! 


ANGMPrAnNNnN’S 


The Baltimore Sunpapers 


ABC circulation: Combined Morning and Evening 410,945—Sunday 314,229| 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Our photoengravings are used by leading agencies all over the U.S. A. 
Collins, Miller & Hutchings ie 

333 WEST LAKE STREET - CHICAGO 6 
America’s finest photoengravers for letterpress 


and gravure 
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260 Madison Ave., New York * 


eee tee eee eeeeeece, 


IN 1958... 


The Detroit News sold 
more papers weekdays 
and Sunday than either 
of the other two Detroit 
newspapers. 


THE NEWS 


weekdays—463,469 
Sunday—575,276 


The Times 


weekdays—391,295 
Sunday—486,113 


Free Press 
weekdays—456,117 
Sunday—494,506 
ABC for the six months ending Sept. 30, 1958 


The 


News 


Chicago Office 435 N. Michigan Ave., Tribune Tower * Pacific Office 


Detroit 


IN 1958... 


For the first eleven months, 
The Detroit News carried 
more advertising linage 
than both other Detroit 
newspapers combined. 


THE NEWS 
Total Lines—33,796,905 


The Times 
Total Lines—14,615,670 


Free Press 
Total Lines—17,333,893 


For the 11 Months ending November 30, 1958 


785 Market St., San Francisco 


¢ Miami Beach The Leonard Co., 311 Lincoln Road 
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Advertising Age, December 29, 1958 


| retary Arthur Flemming, new head | “Let the proprietors of these media As recently as three years ago, 
of the Department of Health, Edu-| know how the public feels,” he| Treasury spokesmen told a House 
cation & Welfare, about the work! argued. “They cut out a great deal| ways and means subcommittee all 
his agency is doing to eliminate | of objectionable material now, but | funds collected for advertising pur- 
dishonest drug advertising. | not all of it. Perhaps they will cut! poses should be exempt if they are 

Secretary Flemming has held a out more.” He described tv as the actually spent for advertising. So 
series of meetings to learn how! No. 1 offender. |Federal Excise Tax Council, an 


This Week in Washington .. . 


Cabinet Shift Sought Demoting P.0. 


By Stanley E. Cohen 


|he argues, postal service was one} 


Washington Editor 


WASHINGTON, Dec. 24—One of 
the few compensations which off- 
set the trouble a man faces when 
he serves as Postmaster General is 
the prestige that goes with the job. 

At social functions, he is high on 


the seating list. He is addressed as} 


“general,” and he sits with the 
President and other department 


heads when important matters of | 


state are resolved. 

Now Rep. Charles Porter (D., 
Ore.) wants to take this away from 
Postmaster General Arthur Sum- 
merfield. 

The congressman, who has nev- 
er got along well with Mr. Sum- 
merfield, says he can’t see how 
cabinet status helps the Post Of- 
fice, or how the presence of the 
Postmaster General helps the cabi- 
net. 


Back in Andrew Jackson’s day, 


— 


of the federal government’s chief | 
responsibilities, and the caliber of 
service was still to be resolved. 
Now, he contends, policy issues 
have long since been disposed of, 
and the job is strictly routine. 

So Rep. Porter expects to intro- 
duce a bill next month de-cabinet- 
izing Mr. Summerfield and turning 
the postal service over to the De- 
partment of Commerce. He says 
there are many other government 
, functions more worthy of cabinet 
| Status at this time than the Post 
| Office. He proposes to give Mr. 
| Summerfield’s seat at the cabinet 
| table to the atomic energy commis- 
sion. 
| 


Federal Trade 
Testimonials Commission 
Bypass FTC Chairman John 


Gwynne ought to| 


demand “equal time” to tell Sec-! 


business men and consumer groups organization formed to fight the 
feel about his department. At the | 
latest in this series, spokesmen for Hits Tax Rule 
consumer groups were lavish ir on Co-op Ads 
praising the record of the Food & tising funds (see 
Drug Administration. They were} story on Page 42) isn’t over by a 
equally lavish in deploring the per-| jong shot. In the long history of 
formance of FTC. | this one, the Treasury has been on 
One after another, they suggest-| both sides of the fence. Now it has 
ed that Secretary Flemming get| announced that it intends to tax 
Congress to give his department co-op, and the business groups 
full authority to regulate drug ad-| which think co-op ought to be tax 
vertising, “As it stands now,” said | free are getting ready to go back 
Dr. Jerome Tichter, assistant health| to Congress. 
commissioner of New York City,| Under previous policy some com- 
“government regulation of proprie-| panies have had to include co-op 
tary drug advertising is totally in-| funds in “price” for purpose of 
effective. It is a fraud on the pub- computing excise taxes, while oth- 
lic pocketbook.” }ers, including the big auto manu- 
Dr. Harold Aaron, of Consumers} facturers, have been allowed to 
Union, suggested that Secretary | treat co-op as something aside from 
Flemming invite newspaper, tv and | price—something which does not 
other media to a conference with| have to be reported when the ex- 
trade and consumer spokesmen.’ cise tax is paid. 
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The fight over) ©0-op issue to a finish, has sched- 
taxation of co-|Uled a rally here Jan. 6. It is asking 
operative adver-|the House ways and means com- 


mittee to re-enter the case to find 
out why the Treasury keeps re- 
versing itself. 


For the 14th 
FRB to Probe’ consecutive year, 
ConsumerPlansthe Federal Re- 

serve Board is 
underwriting an annual report on 
consumer buying intentions. Dur- 
ing January and February, investi- 
gators from the survey research 
center of the University of Michi- 
gan will be at work in 66 areas, 
including several large cities, to 
find out how consumers made out 
in 1958 and what they plan to do 
in 1959. Preliminary results should 
be available in March. 

A similar study involving a much 
larger sample also will be carried 
out on a test basis for Federal Re- 
serve by the Census Bureau four 
times during 1959, but results are 
not to be published. Officials re- 
gard it as an experiment to deter- 
mine whether the Census Bureau’s 
elaborate sampling organization 
can handle this kind of survey. + 


Baymer Boosts Rates 

Baymer Publications, Los Angel- 
es, has increased rates for West- 
ern Material Handling, effective 
April 1. The 12-time b&w page 
rate will go from $260 per page to 
$280 per page. Rates for color, 
bleed, classified and other miscel- 
laneous charges remain un- 
changed. The base circulation 
guarantee for the monthly maga- 
zine will be increased from 9,000 
to 11,000. 


Topics Boosts Tomlinson 

Topics Publishing Co. New 
York, has named Richard F. Tom- 
linson, who for the past eight years 
has been director of public rela- 
tions and vp of the subsidiary cor- 
poration, Food Publications Inc., 
exec vp of the parent corporation. 
Dr. Robert L. Swain, for the past 
19 years editor of Drug Topics and 
Drug Trade News, has been named 
editor-in-chief of both publica- 


tions. 
NBC Signs KIMA, WFRV-TV 
KIMA, Yakima, Wash., has 


signed an affiliation agreement 
with NBC Radio. The station also 
is affiliated with CBS and ABC. 
WFRV-TV, Green Bay, Wis., has 
affiliated with NBC Television. 
The station is already affiliated 
with ABC and carries a few CBS 
programs. 


Len Woolf Ad Honored 

Len Woolf Co., Los Angeles, has 
been awarded the first place, 
“Highest Readership,” plaque by 
Electronic Design. The ad was one 
of a series for Ungar Electric 
Tools Inc. 


Argosy Names Fairbairn 

Argosy Industries, Middletown, 
Conn., maker of porcelain enam- 
eled aluminum products, has 
named Fairbairn & Co., West Hart- 
ford, as its agency. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 


© Paper in rolls costs less 

© Prints 4 times as fast 

© Prints 2 sides in one operation 

© Prints and folds on press 

© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 
FRanklin 6-6175 
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One of a series of comments on Metropolitan Oakland as 
a market by advertising agency executives. 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


®@akland 


Newspaper schedules placed by our agency in Western 
markets always include Oakland. We have been watch- 
ing the constant growth in people, homes and retail sales 
in the East Bay area with continuing interest. Knowing 
that Alameda County is now the largest Northern Cali- 
fornia County in population and second in the entire 


Daily 210,537 + Sunday 240,809 
ABC Publisher’s Statement March 31, 1958 


National Representatives : Cresmer & Woodward, Inc. 


New York « Chicago * Detroit 
San Francisco - Los Angeles + Atlanta 


Sunday Comics: 


Metropolitan Sunday Newspapers, Inc. 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers, 


state in retail sales points up the opportunity it offers 
for selling our clients’ products. 


DONALD K. CLIFFORD 

Chairman of the Board 

DOHERTY, CLIFFORD, STEERS & SHENFIELD, INC. 
NEW YORK 
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Newspapers Set 
‘Live Better’ | 
Drive for Autos — 


New York, Dec, 24—A con- 
certed, two-week push to boost 
auto sales in '59 has been set by 
the newspaper industry for April 
1-14 using the theme, “Live Better | 
by Far with a Brand New Car.” 

According to the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn., the simultaneous 
newspaper promotion has been | 
blessed by the U.S. auto industry | 
—including American Motors, | 
Chrysler, Ford and General Mo- 
tors—and is expected to include 
upward of 1,000 participating 
newspapers. 

While details of the drive are 
still being ironed out, the Bureau 
of Advertising said the “Live Bet- | 
ter” push will be “more elaborate” | 
than 1958’s “You Auto Buy Now”) 
campaign, which was staged in 
many cities over a period of several 
months. + 


AFTRA Gets Pay 
Boost for Members on 


Taped Commercials | 


New York, Dec. 23—The Amer- 
ican Federation of Radio & Tele-'| 
vision Artists won a number of| 
major improvements for its mem-| 
bers in the new two-year contracts 
negotiated with the major radio 
and tv networks. 

The principal gains came in the) 
taped commercials area, where) 
AFTRA has pulled ahead of the) 
Screen Actors Guild levels by | 
margins of from 10% to 70%. The 
National Labor Relations Board 
has been asked to hold an election 
to resolve the tape jurisdictional | 
battle between these two talent} 
agencies. SAG’s contract for scales | 
for commercials is up for renewal | 
next year. 


s Here are some of the tape rates! 
under the new AFTRA scale and 


Brunswick Sets Its 
Biggest Push for 


School Furniture 


Cuicaco, Dec. 23—Brunswick- 
Balke-Collender Co. is preparing 
to launch a record advertising 
campaign for its new line of con- 
temporary school classroom furni- 
ture equipment and to establish 
recognition for its new “Big B” 
logotype. Brunswick said this will 
be the largest ad campaign ever 
put on for school furniture. 

The bulk of the campaign will 
be in school and architectural 
magazines and there will be some 
direct mail. School magazines on 
the list include College & Univer- 
sity Business, Catholic Building & 
Maintenance, Catholic Educator, 
Educational Business, Nation’s 
Schools, Official Guide to Catholic 
Educational Institutions, School 
Executive and School Management. 

Architectural books _irclude 
Architectural Forum, Architectur- 
al Record and Progressive Archi- 
tect. 


® Page ads and one-quarter page 


teaser ads stressing Brunswick’s | 


new “Big B” logotype will appear 
in most of the magazines in Jan- 
uary. In February, spreads in- 
viting educators to view the com- 
pany’s new line of school furni- 
ture at the American Assn. of 
School Administrators conven- 
tion in Atlantic City will run in 
most of the publications. 

Starting in March, the compa- 
ny will run four-page, full color 
inserts in the same magazines 
which feature the new line of 
furniture. Direct mail pieces will 
be produced from these ads for 
mailings by school furniture re- 
tailers to their customers. 

Garfield, Linn & Co., Chicago, 
is the agency. + 


Anderson & Cairns 


Promotes Four Execs 


New YorK, Dec. 24—Three de- 
partment heads and an account 
supervisor have been elected vps 
of Anderson & Cairns. 

Everett W. Hencke has been 


the eld SAG scale as reported by| Mamed vp in charge of art. He 
AFTRA, with AFTRA rates listed jJoimed the agency in 1953 as ex- 
first: |ecutive art director. Previously he 
|was an art director at Fuller & 
Smith & Ross, Richard Chenault 
Inc. and Charles Dallas Reach Co. 

Sherman E. Rogers, named vp 


e Program commercials on cam- 
era: For the session and first use 
—$93 against $80; up to 26 uses 
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ENGRAVED INVITATION—Brunswick-Balke-Collender Co. will invite ed- 

ucators to examine its 1959 line of school furniture to be exhibited 

at the American Assn. of School Administrators convention in Feb- 

ruary with spreads like this in the February issues of 11 school and 
architectural trade publications. 


lectual—often somewhat neglected 
by the advertising world—comes 
into his own in a new presentation 
by Harper-Atlantic Sales. 

The intellectual—described by 
the magazines as 
professional worker”’—is growing 
in numbers and affluence. By 1965, 
the number of professional and 
technical workers earning more 
than $10,000 a year will be ten 
times the number of 1950, accord- 
ing to the presentation. 

The magazines, in a document 
prepared by William S. Blair, vp 
in charge of research, note that in 
more than half the subscribing 
families the head of the family 
/has done some graduate work, and 
that in more than one-third he 
has a graduate degree. 

Other notes on the documented 
effects of education: 


|e Educated people are more likely 
| to travel than others,of the same 
|income; this holds true for busi- 
| ness travel as we!l as pleasure, and 
|particularly is it true of foreign 
| travel. 


e Educated people are more likely 
to be consumers of alcoholic bev- 
erages. 


e Educated people are more likely 
| to engage in cultural pursuits, es- 


Egghead Set Is Eclectic but Avid to Buy. 
Says Presentation by Harper-Atlantic Sales 


New York, Dec. 22—The intel-| mobiles. While the magazines’ au- 


“the educated | 


dience bought American cars at| 
twice the national rate per 100 | 
families, they bought new import-| 
ed cars at nine times the national | 
rate. Volkswagen was their first 
choice—10% of the audience 
bought a VW, and an additional | 
14% bought “small cars.” 

As a respondent phrased the rea- 
son: “We are a two-Volkswagen 
family, and we will heve complet- 
ed our second trip to Europe by 
the time our neighbor has finished 
paying for his Imperial.” + 


Distillers to Shift 
Ad Funds Sidetracked 
by N.Y. Dailies’ Strike 


New York, Dec. 23—Because of 
the newspaper strike here the big 
liquor distillers have been unable 
to spend their customary holiday 
budgets in metropolitan newspa- 
pers. 

Seagram reportedly has $240,000 


Mercury Gets Hot 
Over Rambler Hit 


While riding in my Cadillac, 

What, to my surprise; 

A little Nash Rambler was fol- 
lowing me, 

About one-third my size. 


Now we’re doing 120, 

As fast as I could go; 

The Rambler pulled alongside 
of me, 

As if I were going slow. 


My fellow rolled down his win- 
dow 

And yelled for me to hear, 

“Hey, buddy, how can I get this 
car 

Out of second gear?” 


New York, Dec. 23—This “Beep 
Beep” song, which started out as a 
part of the night club act of the 
Playmates Trio and is now a hit 


'record on the Roulette label, gives 


the kidding treatment to Cadillac, 
but it’s Mercury that’s a bit 
steamed up. 

Kenyon & Eckhardt has in- 
formed all the radio stations carry- 
ing Mercury’s spot schedule that 
Mercury doesn’t want to be near 
that “highly commercial record- 
ing that repeatedly mentions 


/names of two automobiles and the 


tribulations of their drivers. 
“We feel that it is bad program- 
ming practice to program this 
tune near our Mercury commer- 
cials or any other automotive com- 
mercials. We believe that you will 
recognize the problem immedi- 
ately and take the necessary steps 
to insure adequate separation be- 
tween our commercials and this 
commercial recording.” 


8 If lots of brand name mentions 
in a highly favorable manner 
constitutes a “commercial record- 
ing,” then “Beep Beep” is certainly 
that for Rambler. It is also highly 
“commercial” in the industry par- 
lance since the record, which old 
timers say is reminiscent of an 
idea once used by Ford, has been 
a big seller for the last two months. 

But everybody seems to agree 


of its holiday newspaper budget) that Rambler is getting a free ride 
still in the bank; Schenley about | on this one—despite the fact that 
$122,000, and National Distillers | the song sounds like American Mo- 
about $50,000. At least another|tors might have commissioned it. 
$100,000 to $150,000 additional has | Not so, says Patricia Music Pub- 
not been spent on local newspaper | jishing Corp., which emphasizes 
space by other distillers, and prob- that the song was written for show 
ably still another $100,000 by im-| material. Geyer Advertising, Ram- 


in 13-week cycle—$983, against|i, char » joi in| pecially literature and music. One 
ge of copy, joined A&C in| pecially . . 
$865.19. 1955 as copy chief. Before that he|in four of the H-A audience didn’t | Porters, wholesalers and local re-)bler agency, said Rambler had 


e Program commercials for on-|had been creative director of Platt-|own a tv set. The group owned nothing to do with writing, pub- 


camera principals for 13 weeks’ use 
in six to 20 cities—$200 against 
$170; for off camera—$150 against | 
$125. 


e Program commercials for on-| 
camera principals for 13 weeks’) 
use in one to five cities—$145)| 
against $120; for off camera—$95 | 
against $80. 

The new code starts rehearsal | 
overtime payment earlier and rais- 
es the rates of payment and puts, 
on-camera announcers in the prin-| 
cipal performers category regard-| 
less of the number of lines of copy | 
read. # 


Blum Joins Macy's 
John Blum, operations analysis| 
manager of Lever Bros., New York, 
has been named senior vp for sales 
promotion and public relations by | 
Macy’s, New York. Mr. Blum,) 
who formerly was merchandising | 
manager of detergents, toilet soaps 
and shortening products for Lever, 
succeeds Mrs. Frances Corey. She 
plans to return to her home in Cal- 
ifornia and act as a consultant for 
Macy’s on special projects. 


Beecher Joins Metro Comics 

Jack Beecher, formerly with| 
Progressive Farmer, has joined 
Metropolitan Sunday Newspapers 
as a member of the New York 
sales staff of Metro Sunday Com- 


|Forbes for 


| trade 


ics Network, 


13 years, consultant 
for Woodward & Byron, and radio 
director of Lawrence Fertig Co. 

Murray C. Thomas, named vp in 
charge of media, joined A&C in 
1952. Previously he had been man- 
ager of print media for Dancer- 
Fi 
rector of Paris & Peart. 

Edmund C. Ridley, named vp in 
charge of agency relations, joined 
A&C in 1955. Formerly with the 
Biow Co., he began his career with 
the Blackman Co. He was vp of 
J. D. Tarcher & Co. and retained 
that position when Tarcher merged 
with the old Cecil & Presbrey 
agency. 


‘Contractor’ Boosts Rates 

The Contractor, a_ bi-monthly 
publication in plumbing, 
heating and air conditioning fields, 
has increased its ad rates and cir- 
culation. New ad rate, based on a 
controlled circulation of 28,500, is 
$640, up from $560 on 22,950 cir- 
culation. 


Coleman Named Head of WJIM 


Howard W. Coleman has been 
named administrative assistant to 
the president of Gross Telecasting, 
Lansing, Mich. Mr. Coleman has 
assumed charge of WJIM, Lansing 
radio station. Prior to joining 
WJIM, he was station manager of 
WMAQ, Chicago. 


tzgerald-Sample and media di-| 


more typewriters than tv sets. And 
its members had twice as much 
invested in musical instruments as 
in tv sets. 


= One place where the educated 
people saved money was on auto- 


Cards’ Hemus to: 
Dig in as Adman 
When Not in Dugout 


Houston, Dec. 24—The new 

manager of the St. Louis Cardinals 
baseball team, Solly Hemus, has 
been appointed vp for public 
relations by the Kamin-Naha- 
Blumberg agency here. 
“This is another step in our ex- 
| pansion program,” said Lester Ka- 
|min, president of the agency. “We 
feel that Solly will be as valuable 
to us and our clients in the public 
relations field as he will be ,.to 
August Busch on the baseball 
field.”’ 

Mr. Hemus lives in Houston 
with his wife and daughter. He 
endeared himself to Houstonians 
when he played on the Buffs base- 
ball team a decade ago. When he 
is on the road with the Cardinals 
his duties in Houston will be taken 
over by Fred Nahas, vp for public 
relations and talent and an agency 
partner. + 


® Does this mean that, when the) 
newspapers resume publication, 
distillers, who traditionally have 
spent little or nothing on first quar- 
ter business in the past, will change 
the practice and advertise here in 
the first quarter of 1959? 

Answers vary. Seagram plans to 
spend more on newspaper advertis- 
ing in the New York area during | 
the first quarter. Schenley is study-| 
ing the situation. It will re-allocate 
funds not spent this year to 1959 
advertising. 

Whether these will be placed in 
the metropolitan market remains. 
to be seen. National plans to in-'| 
crease its budget, and will re-allo- | 
cate unspent funds to its over-all | 


| national advertising program. How 
i'much of this will be spent here 


will depend on market conditions. 

Importers and wholesalers, for 
the most part, said they will hold 
unspent funds and increase their 
seasonal advertising next year. 
Most retailers will wait and see 
how next year’s business shapes up 
before deciding on advertising pro- 
grams. + 


Forbes Joins Bennett-Chaikin 

Bennett-Chaikin, New York 
market research company, has ap- 
pointed Albert G. Forbes manag- 
ing director, a new post. Mr. 
Forbes was formerly with Nation- 
al Field Service. 


lishing or recording the hit record. 
“Of course American Motors 
wouldn’t talk about Cadillac like 
that,” said a Geyer executive. “It 
wouldn’t be gentlemanly.” # 


Maercklein Adds Two 
Maercklein Advertising, Mil- 
waukee, has been appointed to 
handle advertising for Wacker 
Corp., Hartford, Wis., manufactur- 
er of Vibro-Rammers, and Kelley 
Co., Milwaukee, manufacturer of 
the Hi-Lo automatic dockboard. 


Literary Mystery Solved: 

Powell May Be Jeremy Kirk 

Avid ADVERTISING AGE readers 
and public relations men may re- 
call a novel about the pr busi- 
ness titled “The Build-Up Boys,” 
published by Scribner in 1951, 
written by one “Jeremy Kirk,” 


| admittedly a nom de plume. 


ADVERTISING AGE has since con- 
firmed, although the author still 
officially denies it, that “Jeremy 
Kirk” was—or is—Richard Powell, 
who recently resigned from N. W. 
Ayer & Son in Philadelphia to 
write. Mr. Powell wrote, under 
his own name, a series of mysteries 
and the best-seller, “The Phila- 
delphian.” His forthcoming novel, 
“Pioneer, Go Home,” was sold to 
the movies for $175,000 and 6% of 
the world gross. # 
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4 NC Dailies Otter Package 


Census Projects “rou: worn Carine dain TREASURE IN PROFITABLE SALES... 
Up fo 76,000,000 ties comprising the Charlotte mar- “a 
Families by ‘80 


DISCOVER THIS RICH HIDDEN MARKE 


SIOUXLAND 


in the corner of 4 states—rich in both industry and 
agriculture—leading the nation in sales performance 


ket, have joined to offer an adver- | 
tising package, called the Piedmont 
PM Package, giving advertisers a 
rate of 54¢ a line for all four news- 
| Papers, rather than the 64¢ re- 


w - as seek ba |quired if all four were bought of? COUNTIES ee ors 
ASHINGTON, Dec, 24—The big! separately. The papers are the| in lowe, Nebr. So. Oak. y. willing and al 
upsurge in population which has| Charlotte News, Gastonia Gazette, $1,208,310,000.00 SIOUX CITY, IOWA 


in effective buying income 


_WHOLESALE TRADE 


distribution center to 7 stetes 


metropolitan hub of Siouxland 


$1,170,475,000.00 


gross farm income exceeds 4| states 


been under way since the early| Hickory’ Record and Kannapolis | 
months of World War II will cul-| Indenendent. Dorr M. Depew Ad- 
minate in a 38% to 51% increase| yertising, Charlotte, has been ap- 


“& 


in the number of U.S. households 
during the next 22 years, according 
to Census Bureau population ex- 
perts. 

On the basis of existing rates of 
household formation, the number 
of households will increase from 
50,400,000 in 1958 to 69,000,000 by 
1980. If the rate of family forma- 
tion increases, as experts assume it 
will, the total might go as high as 
76,000,000. 


® The estimates of household for- 
mation are a refinement of recent 
population projections which ex- 
perts have been making to reflect 
the high birth rate of recent years. 
Experts now say the U.S. popula- 
tion will reach 234,000,000 by 1980 
at the present rate of growth, and 
that it will go as high as 280,000,- 
000 if there are further increases 
in birth rates. 

In publishing the projections ex-| 
perts emphasize that their compu-| 
tations are not predictions, but are | 
merely projections based on past| 
trends and selected assumptions. 

The discussion of family forma-_ 
tion produced four growth -curves, 
each based on somewhat different 
assumptions. Three of the four as- 
sumed that household formation | 
between 1960 and 1965 will be at a’ 
somewhat reduced rate because of | 
the indicated decline in marriage) 
rates during the next five years. 
All four series assume the rate of) 
formation after 1970 will be in| 
excess of the current annual aver- 
age of 856,000. 


@ Experts emphasize that in re-| 
cent years the rate of nouesand | 
formation reflects changing social | 
patterns as well as population) 
growth. They say _ population! 
growth accounts for only about! 
two-thirds of the increase in house-| 
holds since 1950. 

Details are contained in “Illus-| 
trative Projections of the Number 
of Households and Families: 1960 
to 1986,” Series P-20, No. 90, in 
the Current Population Reports | 
available from Bureau of the Cen-| 
sus, Washington 25. + 


Harder Launches Editorial, 
Ad Rep, Photo Organization 
Paul B. Harder, former director 
of the Near East News Assn.| 
(NENA), in Lebanon and Jordan, 
onetime CBS correspondent and) 
editorial staffer of Miller Freeman | 
Publications, San Francisco, has 
organized Publishers’ Associates, | 
P.O. Box 272, Garden Grove, Cal.,| 
a new editorial, feature, news pho- | 
to and ad representative service in| 
Southern California. 
The services, aimed at eastern | 
publications, are available sepa-| 
rately or as a package. | 


Canadian Publication Sold 
Materials Handling in Canadian | 
Industry has been sold by Mc-)| 
Laughlin-Pryde Publishing Ltd. to 
Maclean-Hunter Publishing Co.,| 
Toronto. Effective with the Janu- 
ary issue, the publication will be| 
known as Materials Handling in| 
Canada. 
‘Family Weekly’ Adds One 
The Gary Post-Tribune has con-| 
tracted for Family Weekly. The) 
supplement will begin with the) 
Jan. 4 issue and will be a regular 
part of the Sunday Post-Tribune 
thereafter. 


pporece 


pointed the agency for the group’s 
package offer. 


McCall Corp. Boosts Four 
McCall Corp., New York, has 
elected three vps. They are Her- 
bert Mayes, editor of McCall’s; 
J. Russell Tippett, director of cir- 


Robert Stein, editor of Redbook. At) 


culation for McCall Corp., and| ~The Sioux ‘City Sournal / : 


+) XSS= coverage of this sales-rich market 


ONE ADVERTISING MEDIUM 
\,, SIOUX CITY'S DAILY NEWSPAPERS 
‘cay give you dominant and economical 


the same time Arnold M. Rotsman | | Bo JOURNAL-TRIBUNE ¢ a ae 


has been promoted from McCall’s 
sales development manager to di- 
rector of research. 


National Representatives — JANN & KELLEY, INC. 


f : e ~ ee, 
Vs 


Economic seas 
are always calm 


io areas in the nation can match the |.3-billion- 
dollar annual industrial output of Columbus. Yet only 
28.1 percent of our working force produces this magnificent 
contribution to our economy. The balance of our people 
are engaged in services . . . education, government, 
transportation, wholesale and retail operations. 


We're proud of our large employers such as North 
American Aviation, General Motors, Westinghouse and 
Western Electric. But almost 800 other industrial 
organizations each employ 500 or fewer men and women. 
Name the product and chances are someone in Columbus 
manufactures it. If national conditions temporarily slow 
down one of our sources of employment .. . others are 
steady or booming. 


This is the kind of "even keel’ market where long- 
term planning and marketing investment pays off. Steady 
and consistent campaigning in The DISPATCH will bring 
dividends for years. 


The Columbus Dispatch 


Represented by: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, San Francisco, Los Angeles 
McASKILL, HERMAN & DALEY, INC., Miami Beach 
Member of Metro Sunday Comics & Magazine Networks 


Optional Combination 
Rote with the morning 
Ohio State Journal available 


i i i ; t i ae Bs : ) ‘a oo oF . . Ts | ; e ee 5 ue F BS = } oe iit < . : | ; es * ail pe # ool ae aici Z = is : | : at | 
a bie 
4 q * jo 3s » Po ie 
é POT —— ‘s 
sf | i “Be & = | Siow Gi; . 
i | Sunda 
é PGA fxw ia“ SL QQ FE 
a a Jou, ; : 
a Pg toe a 
; - * ©. Set ~~ : a 
ee ig: ty 9 ~S : 2g 
F } J - =< %p, e 
hi, : rr a pe ad a 
a 
i 
: aK 
; in Columbus! + 
| im Columbus: 4 
ag war 
; te 
j WS ig oe 
BS. SX S MQ j a 
Can, ~~, IW ¥ ap 
SS SS NS ee i 
; AS) “~yyX \ 
. tt \ AGG vue 
| WA . | ps 
QG|H 7 : sone . \ BQ 
XG. GG SS WN Ss N . SNM AN 
~ ay coe dea, _ 4 \\ SQA a 
\ Ne Fey Z ' ah a 
\ ee . ™ \ . 
\ | z ; \ 
\ —— : \ 
a : Berea ecco X ; 
en 
_ $s a ee 


Of all the news magazines, ‘““‘U.S.NEws & Wor.Lp 
ReEporv’”’ offers the highest concentration of man- 
agerial people with high incomes, 


HIGHEST MANAGERIAL 
CONCENTRATION 


Four out of five (78.5%) subscribers to ‘‘U.S.NEws 
& Woritp Report’ hold managerial positions in 
business, industry, finance, government, and the 


_ professions. This is the highest managerial con- 


centration of any news magazine or any magazine 
with more than 1,000,000 circulation. 


Despite rising publishing 
costs, this exceptional adver- 
tising value is possible be- 
cause of the growth of “‘U.S. 
News & WorLD REPORT’ — 
both in circulation and ad- 
vertising pages— and because 
the circulation growth comes 
from the most voluntary of 
circulation methods. Here is 
the growth record: 


195] 


Growth makes this low cost possible 


CIRCULATION 
RATE BASE TRIPLED 


Source: Publishers’ rate announcements 


Rare 


HIGHEST QUALITY 
CIRCULATION 


AT LOWEST COST 


That’s the Big Value in 1959 for advertisers in “U.S.News & World Report’’ 


HIGHEST INCOMES 


Average family income is $15,009—highest of any 
news magazine or any magazine with more than 
1,000,000 circulation. 


LOWEST COST 


The 1959 circulation rate base of “U.S.NEws & 
Wor.tp REpor?”’ is 1,100,000. This quality circu- 
lation is available at the lowest per-thousand cost 
in the field—just $4.97 for 1959. 


ADVERTISING UP 
BY 799 PAGES 


1959 1951 1958 


Source: Publishers’ Information Bureau 
for 1951, publisher's estimate for 1958. 
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Circulation growth from 
voluntary sources is the key 


Advertisers agree on the values of the more voluntary circulation methods. ‘‘U.S.NEws 
& WoRLD Report,” with the biggest newsstand growth in the field and with a larger 
percentage of ‘‘Class A’’ subscription sales, gives advertisers the extra value of natural 
“yeader demand”’ circulation. Such voluntary circulation produces revenue for the 
publisher instead of extra expense to the advertiser. ‘“‘U.S.NEws & Wor.Lp REPORT’ 
passes this saving on to the advertiser in the form of lower per-thousand costs. 


FIRST IN FIRST, TOO, IN NEWSSTAND GAINS 
“CLASS A" SUBSCRIPTIONS Share of total newsstand sales for all three news magazines 


Percent of subscriptions “‘ordered by mail” 
First six months, 1958 


86.5% | st 
18.4% 76.3% i” 


uiaeiiicsk NEWSWEEK 
NEWSWEEK 27.5% ine 
32.1% 
NEWSWEEK 


- “USN&WR" us! NEWR 28.0% 
ere lex 


1949 1952 1955 1958 


“USN&WR” TIME NEWSWEEK 


Source: Based on an analysis of Publishers’ Statements ; : ' . ’ 
dn tthe Aaiit Raceen of Cieiationn fer Writ via eaantiee Source: Based on analysis of Publishers’ Statements to the Audit Bureau 


of 1958 : of Circulations 


... and the result of all this growth 
PER-THOUSAND COSTS DOWN! COST PER PAGE PER THOUSAND :- 1947-1959 
sit a rf NEWS MAGAZINE “‘B” 

a see & WorLD REPORT Cost up 51.0% jews MAGAZINE “Cc” 
cana vertisers uy coverage (and the very a. Cost up 37.5% 
highest quality coverage) at lower per $ 
thousand costs than prevailed in 1947 — . 
and at the lowest per thousand costs in the $ 
field! $ 

$ 

“USN& WR” 
| COST DOWN 41.5% 
L.S.News . oa Source: Publishers’ rate announcements, 
COMPLETE b. and w. page 


& World Report APA aPronnn 


U.S.NEWS & WORLD REPORT 
America’s Class News Magazine 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other adver- 
tising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
Los Angeles, San Francisco, Washington and London. 
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The Editorial Viewpoint... 


A Question of Experts 


John F. Hardesty, vp and general manager of the Radio Advertising 
Bureau, made a speech the other day which most admen will cheer— 
especially since he made it to an audience of advertiser executives. 

“You don’t become an advertising authority simply by reading 
newspapers, listening to radio or watching television,” Mr. Hardesty 
said. 

“Many men who become executives fancy themselves as advertising 
experts, even though they may have come up through engineering 
or some other unrelated field. Admen don’t consider themselves en- 
gineers or accountants. Why should these men consider themselves 
communications experts? ... 

“The title ‘president’ does not in itself reflect ability to make sound 
advertising judgments. Too often, company presidents predicate ad- 
vertising opinions on their own or their wives’ media habits. Thus, 
agencies are put in the impossible position of trying to sell sensible 
media policies, arrived at through experience, to close-minded man- 
agement.” 

It would be hard indeed to find a working advertising man who 
would quarrel with those sentiments, The company president who 
wouldn’t think of trying to tell his accountant how to keep books, the 
company treasurer who wouldn't dream of passing judgment on a 
chemical problem, the sales manager who knows he knows nothing 
whatever about stresses on metal—all these and many others are all 
too willing to express their “expert” opinions on advertising, and not 
just on media selection, either. 

But since we are approaching the end of the year, a period of intro- 
spection and review, it might not be a bad idea for those of us in ad- 
vertising to take another look at this question of expertness, and to ask 
ourselves in all seriousness just how much more right we have to the 
title of “expert” than those general business executives whose expert- 
ing so annoys us. 

Certainly we have more experience; certainly we have more tech- 
nical knowledge and know-how; certainly we can bring a large body 
of commentary and discussion to our assistance. 

But there our expertness stops. We can guess, we can assume, we 
can make shrewd judgments. But we cannot guarantee, or, in most 
instances, come even within hailing distance of a guarantee. 

We deal with an inexact science—or is it an art? We cannot be 
sure that our carefully developed “expert” opinion is always and in- 
evitably sounder than the brash suggestions of some president’s wife. 
The chances are pretty good that our judgment will be sounder and 
more sensible than that of someone without our experience, but that 
is about as far as we can go; we cannot guarantee results, and fre- 
quently we cannot come anywhere near predicting them. 

Until we are in a position to prove our contentions instead of merely 
to advance them, we shall have to put up with the “expert” opinions 
of the non-experts. The only real way to stop them is to be able to 
say: “My way is better than yours, Mr. President, and I can prove it.” 


An Advertising Pioneer 


It is doubtful whether any other person whose name is so well 
known in advertising is himself so little known to advertising people 
as Harrison King McCann, who last week retired as chairman of 
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chamge of address. Myron A. Hartenfeld, circulation director. 


“So I asked when the closing date was, and he said, ‘Is this an in- 


| 

| . . 

| sertion or a cancellation’?” 
° 


McCann-Erickson, the agency he started as H. K. McCann Co. in 1912. 
Serving as advertising manager of Standard Oil Co. when that empire 


became a truly national agency. 


was dissolved as the result of an anti-trust suit, Mr. McCann set up 
his agency to handle advertising for the various Standard Oil compa- 
nies which emerged from the dissolution, and thus early in the game 


H. K. McCann obviously likes to think of himself as a business man, 
rather than as an advertising man. As AA reported last week, “he has 
graced few speakers’ platforms and he leaves no legacy of maxims for 


success in the agency world.” 


advertising. 


But he does leave behind a concept of advertising agency functions 
and service—and a pioneering realization of the importance of mar- 
keting research—which have had important effects on the world of 


Advertising man or business man, there can be little question that 
H. K. McCann belongs to that small group of pioneers who played a 


of the world. 


| # 


Why They Switch 
| Over 250 different reasons have 
|been given by companies for 
| switching agencies. Unfortunately, 
most of the reasons given are 
vague and the real reason is never 
known. In many cases an adver- 
tiser will, being human, give rea- 
sons for switching which will put 
/his company’s action in the best 
possible light, knowing that it will 


be given wide publicity. Naturally, | 


so will an agency in explaining the | , ‘ 
|oretically, a business men or an 


|engineer or a marketer or a pur- 


loss of an account. 

But the biggest single reason for 
| switching is generally the client’s 
| dissatisfaction with the marketing 
| position of its product, poor sales 
jor loss of a share of his market. 
‘The second item in importance is 
personality conflicts, and the third 
| reason, changes of personnel with- 
|in an agency or client organiza- 
|tion, often causes switching. The 
fourth reason is dissatisfaction 
with agency services. © 

While account switching will al- 


ways be with us, yoy will find that 


# 


What They're Saying... 


major role in shaping the advertising agency business of America and 


# 


| over the future years there will be 


even less switching because of the 


growing need for the type of serv- | 


ices progressive agencies are of- 
fering and have offered... 


—G. J. Fiedler, McCann-Erickson ac- 
count exec, at N. Y. U. school of com- 
merce dean’s day homecoming. 


Business Press’ Service 
Theoretically, the business press 
performs, at extremely low cost 
and often for absolutely free, a 
most vital service to industry. The- 


chasing manager should welcome 
the arrival of a business magazine, 
for it presents him, in one bundle, 


|}a wealth of information promising 


him better job performance, an op- 
portunity to be a hero and get a 
raise, solutions to his problems, 
and news of general interest per- 
tinent to his way of making a liv- 
ing. . 
—Howard G. Sawyer, vp and mar- 


keting director, James Thomas Chir- 
urg Co., speaking at the New York 


Advertising Age, December 29, 1958 


Rough Proofs 


The stock market reaction to the 
| AT&T split proved once more that 
the American public is firmly con- 
vinced that value is added by mak- 
|ing little ones out of big ones. 


| ° 
The voice of Johnny is heard 
lin the land once more as his spon- 
|sor encourages him to “Call for 
| Philip Morris.” 

«- 


That new book about Reader’s 
| Digest, “Of Lasting Interest,” re- 
|veals that his big idea was turned 
down by several eminent publish- 
ers when it was offered to them 
iby DeWitt Wallace. 
| 


| Quiz shows on television may 
have lost their erstwhile glamor, 
| but the agency quiz is a game an 
lincreasing number of advertisers 
seem to be playing. 


Support for the outdoor adver- 
tising industry in its fight against 
unfair. federal regulation is com- 
ing from many sources. People in 
this business, like that Revolution- 
ary leader, may believe if they 
don’t hang together, they may all 
hang separately. 


If you’re worried about measur- 
ing the effectiveness of advertis- 
ing, talk to A. L. McCarthy, who 
has found that he can invest a cer- 
tain number of advertising dollars 
to promote Eureka vacuum clean- 
ers and record a_ predetermined 
number of sales. 


“Many men who become execu- 
tives fancy themselves as advertis- 
ing experts,” says a radio man. 

They may not know very much 
about advertising, but they have 
learned how to interpret the mu- 
sic of the cash register. 


“You can’t train advertising men 
lin college ad courses,” asserts 
| James E, Nelson Jr. 

Those who agree with him didn’t 
get their own training in college 
courses, and vice versa. 


A Four A’s agency looking for a 
media director lists all the things 
he should know in his job, and 
adds that he must be under 35. 

If he was a bit precocious, it 
would help. 


“McCall’s gives them young 
ideas,” the ad says, illustrating the 
point with a sprig of mistletoe. 

You may as well agree that if 
hanging mistletoe doesn’t give you 
ideas, you are no longer young. 


Ralph Flynn has_ purchased 
American Salesman from Popular 
Science Publishing Co., which must 
have realized that how to sell suc- 
cessfully is just about the most 
popular of all the sciences. 


regional conference of National Busi- | 


ness Publications. 


| Copy Cus. 
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Among Metropolitan Areas of a Million-or-More 
Population, Kansas City Is One of the Twelve 
Cities Most Frequently Used as a Test Market! 


HEART OF AMERICA 


Equidistant from Canada to Gulf, Atlantic to 
Pacific. Kansas City is simultaneously an Eastern 
city, a Western city, a Northern city and a South- 
ern city. The buying habits of every section of 
the country are reflected here. Often called the 
“most American city.” 


18th LARGEST CITY 


Population, 1,017,000. Families, 328,490. Con- 
sumer expendable income, $2,151,625,000.00. 3rd 
in America in retail sales per household among 
metropolitan areas of a million or more population. 


CONCENTRATED RETAIL OUTLETS 


Four grocery organizations do 56.3% of dollar 
volume; three drug chains do 65%. 16th in America 
in retail sales, 13th in drug sales. Quality of 
market 25.2% above national average. Merchan- 
dising-minded, tie-up conscious retailers insure 
quicker checkable response, greater volume. 


KANSAS rT 


= me i 


WS 


HUGE TRADE AREA 


Free from mountains, lakes, ocean or other natural 
barriers, Kansas City’s commerce flows unimpeded 
in every direction. Dominant in agricultural market- 
ing and product distribution. 


STABLE, BROAD-BASED ECONOMY 


Wealth from the good earth—wheat, corn, oil, live- 
stock, lumber, minerals. Surging manufacturing 
development. Great hub of a tremendous distribu- 
tion network, Supreme among cities in the year-in, 
year-out uniformity of its prosperity. 


MOST THOROUGH COVERAGE 


The Star has the nation’s most thorough twice- 
daily circulation coverage .. blankets every class, 
income and racial segment of a city and area 
typically American in response to merchandising 
and selling appeals. 


MR. TEST MARKETER! 


Put Kansas City and The Star at the head of your 
list, as other leading advertisers do. 


Vie... 
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Medium = 


OFFICES 


KANSAS CITY 

1729 Grand Ave., HArrison 1-1200 
CHICAGO 
202 S. State St., 
NEW YORK 
21 E. 40th St., Murray Hill 3-6161 
SAN FRANCISCO 

625 Market St., GArfield 1-2003 


WEbster 9-0532 
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Saturates 15% of 
your sales potential 


aizily | 


is pleased to announce the addition } 


4 The DECATUR Herald-Review 


The nine-county coverage area of the Herald-Review 

embraces the center of Illinois’ oil production and 

widely diversified industrial operations. Its retail sales 

exceed $407 million. The Decatur Herald-Review is 

read by practically every family in its home country 

and by upwards from 41% in each of the six adjoining counties. 
The Decatur Herald-Review, with its 56,370 circulation, 

begins distribution of FAMILY WEEKLY on January 4th. 


- The EAU CLATRE Leader & Telegram 


With more than 181,000 people in its six-county coverage area, 

the Eau Claire Leader & Telegram is an influential factor 

in the area’s $193 million in retail sales. The 

Leader & Telegram's weekend edition with 26,165 circulation 
reaches 91% of all families in its home country. Eau Claire 

is one of Wisconsin’s outstanding buying centers. The Leader 

& Telegram begin distributing FAMILY WEEKLY on January 4th. 


Now ONE out of every 6% U.S. families lives in a market 


This is the giant market you saturate when your advertising is in FAMILY WEEKLY: 


26.452, i190 people live in the 548 county coverage area 


average of 


$30,021,545,000 in sales ow: cm 


+ 
oe 


4,406,148 circulation 1 ricci 


Hamily |... ong 
Weekly Weekly DEMOCRAT-TIMES 


LEONARD 8S. DAVIDOW 
PUBLISHER 
153 North Michigan Avenue 
Chicago 1, Illinois 


*There are 26,459,100 people in the 548 counties where FAMILY NEW YORK 22: 405 Park A 
WEEKLY offers 20% or more coverage, and where it reaches an : : tee 
average of over 62% of all families. DETROIT 2: 3-223 General Motors Bidg. 


CLEVELAND 15: 604 Hanna Building 


MIAMI 32: Bernard Cashion, _ Chamber of 
Commerce Building 


SAN FRANCISCO 4: Blanchard- 
Nichols, Assoc., 33 Post Street 


LOS ANGELES 5: Blanchard-Nichols, 
Assoc., 633 South Westmoreland Avenue 


World’s largest retail market 
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Weekly 


of these four newspapers: 


-_ The GARY Post-Tribune 


A Long one of Indiana’s outstanding newspapers, the 
Gary Post-Tribune covers Indiana’s second largest market—a 
market with more than a billion dollars in retail sales. It is 
the local newspaper for over 96% of all families in the 
Gary city zone where 211,357 people live. The Post-Tribune 
with its circulation of 52,414 will begin distributing 
FAMILY WEEKLY on January 4th. 


The CLEARWATER Sun 


Bright spot on Florida’s golden Gulf Coast, Clearwater is 

one of the state’s fastest growing cities with an 

increase in population of over 143% since 1960. The Sun is 
the local newspaper for 37,900 residents of the 

Clearwater city zone, and an important influence on the sales 
in giant Pinellas County. With its weekend circulation 

of 17,836, the Clearwater Sun will begin distributing 
FAMILY WEEKLY on January 11th. 


anger Ny See 


saturated by Fazmily Weekly 


| where FAMILY WEEKLY reaches an 
| over six out of ten families 


‘out of every $6.67 spent at retail in the entire U.S. is spent 
in a market saturated by FAMILY WEEKLY 


WEEKLY, you reach an average of over NINE out of 
ten homes in 175 cities 


FAMILY WEEKLY’s unique pattern of markets and 

depth coverage offers advertisers economical and 

effective penetration of 175 strategically-located 

markets where customers live within easy shopping distance 
of your dealers, and where they spend more for products 
used in the home. Ask your FAMILY WEEKLY 
representative why more and more advertisers are using 
FAMILY WEEKLY to fill out and complete their national 
coverage picture. Call him today. 


These are the 175 influential 
newspapers which distribute 
FAMILY WEEKLY each weekend: 


ALABAMA: Anniston Star ¢ Dothan Eagle ¢ Florence- 
Sheffield-Tuscumbid-Muscle Shoals Times & Tri-Cities Daily 

¢ Gadsden Times © Huntsville Times © Tuscaloosa-Northport 

News. ARIZONA: Yuma Sun. ARKANSAS: Camden News 

® El Dorado News ® Hot Springs Sentinel Record © Pine 

Bluff Commercial. CALIFORNIA: Bakersfield Californian © 

Eureka Humboldt Standard & Humboldt Times * Hollywood ~ 

Citizen News ® Merced Sun-Stor ¢ Monterey Peninsula 

Herald ¢ Ontario-Upland Report ¢ Pomona Progress- 

Bulletin ¢ Sacramento Union ¢ San Gabriel Valley Sunday 

Tribune ® Santa Ana Register ¢ Santa Barbara News-Press ¢ 

Santa Rosa Press-Democrat ® Vallejo Times-Herald @ 

COLORADO: Colorado Springs Gazette Telegraph © 

Grand Junction Sentinel ¢ Pueblo Star-Journal & Chieftain. 
CONNECTICUT: New Haven Register. FLORIDA:. 

Clearwater Sun ¢ Daytona Beach News-Journal ¢ Fort 

Lauderdale News @ Fort Meyers News-Press © Gainesville 

Sun @ Key West Citizen @ Lakeland Ledger ¢ Sarasota 

Herald-Tribune ¢ Tallahassee Democrat * Tampa Times. 

GEORGIA: Albany Herald ¢ Gainesville Times ¢ Rome 

News Tribune. IDAHO: Boise Statesman ¢ Idaho Falls 

Post-Register ¢ Lewiston Tribune ¢ Pocatello Idaho State 

Journal. ILLINOIS: Bloomington-Normal Daily Pantagraph ¢ 
Carbondale-Herrin-Murphysboro Southern Iilinoisan 

Champaign-Urbana News-Gazette ¢ Danville Commercial 

News © Decatur Herald-Review ¢ Kankakee Sunday 

Journal ¢ La Salle-Peru-Oglesby News-Tribune © Quincy 

Herald-Whig © Springfield State Journal & Register. 

INDIANA: Anderson Herald « Gary Post-Tribune * 

Huntington Herald-Press © Kokomo Sunday Tribune 

Logansport Pharos-Tribune & Press © Marion Chronicle- 

Tribune ® Muncie Star ¢ New Albany Ledger & Tribune ¢ 

Vincennes Sun-Commercial. IOWA: Burlington Hawk-Eye 

Gazette ¢ Council Bluffs Nonpareil ¢ Davenport Democrat 

& Times * Dubuque Telegraph-Herald ¢ Sioux City 

Sunday Journal ¢ Waterloo Courier. KANSAS: Coffeyville 

Journal. KENTUCKY: Ashland indepandent © Bowling 

Green Park City News © Owensboro Messenger & 

Inquirer © Paducah Sun-Democrat. LOUISIANA: Bogalusa 

Sunday News ¢ Lafayette The Sunday Advertiser © 

Lake Charles American Press. MARYLAND: Cumberland 

Sunday Times. MASSACHUSETTS: Lowell Sun. 

MICHIGAN: Grand Rapids Herald. MINNESOTA: Albert 

Lea Tribune. MISSISSIPPI: Biloxi-Gulfport Herald 

Greenville Delta Democrat-Times © Meridian Star ¢ 

Natchez Times © Tupelo Journal ¢ Vicksburg Post-Herald 

MISSOURI: Jefferson City Capital News Post-Tribune * 

Springfield News & Leader. NEBRASKA: Beatrice Sun ¢ 

Scottsbluff Star-Herald. NEVADA: Las Vegas Review- 

Journal # Reno Nevada State Journal. NEW HAMPSHIRE: 

Manchester Manchester Sunday News, NEW JERSEY: 

Asbury Park Press ¢ Atlantic City Press © New Brunswick 

Home News & Sunday Times * Trenton Times-Advertiser, 

NEW MEXICO: Hobbs News & Sun # Roswell Record © 

Santa Fe New Mexican. NEW YORK: Elmira Sunday 

Telegram ® Niagara Falls Niagara Falls Gazette 

Poughkeepsie New Yorker ¢ Utica Observer-Dispatch. 

NORTH CAROLINA: Concord Tribune ¢ Fayetteville 

Observer © High Point Enterprise ¢ Salisbury-Spencer- 

East Spencer Post. NORTH DAKOTA: Grand Forks, N. D.- 

East Grand Forks, Minn. Herc!d. OHIO: Ashtabula Star- 

Beacon @ Athens Messenger * Canton Repository 

Coshocton Tribune ® Ironton Tribune © Lima News © 

Lorain Journal ¢ Mansfield News-Journal * Middletown 

Sunday News Journal © Painesville Telegraph © Zanesville 

Times Signal. OKLAHOMA: Altus Times-Democrat # 

Bartlesville Examiner-Enterprise * Duncan Banner ¢ 

Enid News ® Lawton Constitution-Press ¢ Muskogee 

Phoenix & Times-Democrat. OREGON: Eugene Register- 

Guard ¢ Klamath Falls Herald & News « Medford Mail 

Tribune ¢ Salem Oregon Statesman. PENNSYLVANIA: a 
Altoona Mirror * Lancaster Sunday News © Wilkes-Barre 
Sunday Independent. SOUTH CAROLINA: Anderson 
Independent © Spartanburg Herald-Journal. SOUTH 
DAKOTA: Aberdeen American-News ® Huron Daily 
Plainsman ¢ Rapid City Journal, TENNESSEE: Jackson Sun ¢ 
Kingsport Times-News. TEXAS: Ausiin American Statesman ¢ 
Denton Record-Chronicle © Galveston News ® Kilgore 
News Heraid © Laredo Times © Lufkin News ® Midland 
Reporter-Telegram © Port Arthur News © Rio Grande 
Valley Group: Brownsville Herald ¢ Harlingen Star ¢ 
McAllen Monitor © Texarkana Gazette ¢ Tyler Courier- 
Times-Telegraph © Victoria Advocate # Waco Tribune- 
Herald. UTAH: Logan Herald-Journal ¢ Ogden Standard- 
Examiner * Provo Herald. VERMONT: Burlington Vermont 
Sunday News. VIRGINIA: Danville Register ¢ Lynchburg 
News © Suffolk News-Herald. WASHINGTON: Pasco, 
Kennewick, Richland Tri-City Herald ¢ Walla Walla 
Urion-Bulletin © Wenatchee World. WEST VIRGINIA: 
Beckley Sunday Register © Bluefield Telegraph ¢ Fairmont 
Times-West Virginian ¢ Parkersburg News. WISCONSIN: 
Eau Claire Leader-Telegram # Racine Sunday Times. 
WYOMING: Casper Tribune Herald & Star ¢ Cheyenne 
Wyoming State Tribune & State Leader # Rock Springs 
Sunday Miner. 


| ; that can be reached in such depth with a single medium. 
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Houston Corp. Names Grant more than $160,000,000. Grant's; and health values in beer, has been 
Houston Corp., Houston, Tex.,| creative staffs in Chicago and Dal- | published by the National Beer | 


natural gas utility, has appointed| las will aid the Tampa office in| Wholesalers’ Assn. of America as | 
Grant Advertising, Tampa, Fla., to preparing the Florida campaign. | part of its current “Let's make it | 
handle advertising for Houston’s beer” public relations campaign.) 
new 1,500-mile natural gas pipeline Beer Brochure Available |Copies are available on request 
to Florida, expected to be complet- “The Truth About Beer,” a 15-/| from the association’s office: Suite 
ed by June 1, 1959, at a cost of | page booklet about the nutritional | 404, 203 N. Wabash Ave., Chicago. | 


Lowest cost per thousand and only 
12 issues a year means your ad 
dollars go farther in Proceedings! | 


Here’s a coverage of a market at a rate that 
remembers you—a page 12 times a year costs 
only $8.58 a thousand in Proceedings of the 
IRE. You are guaranteed no rate increase in 
1959. And 12 insertions is all that’s needed to 
be in every well-read issue! 


Circulation, highest ever and gaining, is 56,829 
(ABC) plus a bonus of 13,038 students. Pro- 
ceedings is one of those rare values where the 
best costs you less. Be sure you're in the next 
issue by calling: 


oe 


THE INSTITUTE OF RADIO ENGINEERS Proceedings of the IRE 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. © MU 2-6606 © Chicago * Los Angeles * San Francisco 


* 
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Public Library Reports 


BUSINESS PAPERS SUPPLY OVER 757 INFORMATION THAT COMPANIES REQUIRE 
| 


Last year 58,000 people used The Hallam Room at the Toronto 
Public Library. On file there are issues of several hundred Canadian 
business papers and house organs. A survey of 6000 firms in Toronto 
a showed 45% consult the library | to 5 times a year and over 75% 
of the information they want is found in business and trade pub- 
lications. The story is much the same in most large Canadian 
libraries. 

“a _ The McGill University Library School Documentation Seminar 195% 
stated: “The pre-eminent position given to business publications 
? has long been recognized . . . libraries have for many years devoted 

attention to providing the widest access to business publications”. 


: BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


oF 137 Wellington Street W., Toronto, Canada 


... circulation independently audited 
« «+ edited to highest ethical standards. 


Advertising Age, December 29, 1958 


Getting Personal 


Life’s ad manager in San Francisco, Rube Markward, joined the 
hole-tn-one elite with a 190-yard drive on the 17th hole (par three) 
at Pebble Beach . . . Dan Duffin, client pr director of Erwin Wasey, 
Ruthrauff & Ryan in Philadelphia, has two more technical books 
published this month—“The Handbook of Carpet Laying & Esti- 
mating,” and “Laminated Plastics.”” This makes 11 technical books 
he’s authored in the past ten years .. . In the article, “My Island,” in 
the Dec. 18 issue of Coronet, Robert J. Gunder, ad director of Ham- 
ilton Watch Co., tells how he discovered his “Own Permanent Is- 
land of the Spirit” .. . Newspaper admen have contributed $1,688.88 
to establish an educational fund for the children of Leon Kondell, 
former retail ad manager of the Herald-News, Passaic, N. J., and 
long active in the NAEA, who died in May. John B. Lake, ad direc- 
tor of the Daily Journal, Elizabeth, N. J., headed the fund-raising 
... The radio-tv industry has contributed $155,000 to set up a lab- 
oratory for exfoliative cytology at the University of Chicago, as a 
memorial to Comdr. Eugene F. McDonald Jr., late founder-president 
of Zenith Radio Corp... 

Orie Wernecke, manager of the western division, Saturday Eve- 
ning Post, is recuperating at home after an operation at Passavant 
Hospital, Chicago, and expects to be back on the job after the holi- 
days... 


SCHOOL FOUNDER—Walter H. Annenberg (left), president of Triangle 
Publications (TV Guide, Seventeen, Philadelphia Inquirer, and a 
group of radio-tv stations), completes plans for establishing a 
$3,000,000 Annenberg School of Communications, due to open next 
September, at the University of Pennsylvania. Signing the agreement 
is Dr. Gaylord P. Harnwell, university president. The school will be 
housed in a new building to be erected in honor of Mr. Annenberg’s 
father, the late M. L. Annenberg. Operation of the school will be 
underwritten for ten years by the Annenberg Fund. 


Harry Pesin, creative director of the Rockmore Co., New York, 
has collaborated with his ten-year-old son, Alan, on a picture book 
about the three-year-old member of the family, Richard. Entitled, 
““My Little Brother Gets Away with Murder,” the book has photo- 
graphs by Mr. Pesin with captions by young Alan (with occasional 
paternal blue-penciling). The $2.50 book will be published in Jan- 
uary by Perspective Ltd., set up by Mr. Pesin and a friend to pub- 
lish the book and “many more to follow”. . . 


Thrice blessed is Neil Kelly, ad manager of Deering Milliken 
Co.’s Belfast division and father of triplet girls born Dec. 13. They’re 
Tara Lindley, Holly Page and Katherine McMurry. The Kellys 
also have a son, Kevin... On Dec. 15, a fourth girl, Dana, joined the 
family of Wynn Nathan, vp in charge of MCA-TV Film Syndica- 
tion Division .. . Don Mitrovich, sales promotion director of WGAR 
Radio, Cleveland, has a new son, Robert, born Dec. 3... 

You think you had trouble (second in a series of ulcerating ex- 
periences)—then there was the day Newsweek was all set to put 
on a long-prepared presentation to a group of agency bigwigs. The 
slide-carrying assistant tripped over the projector wire and the 
slides went everywhere. The top mag man took one look, got up and 
said ruefully, “Well, gentlemen, thank you for coming’... 

Nuptial notes... Albert Smith, of Smith & Welsh, Boston, and a 
past president of the Junior Ad club there, is engaged to Barbara 
Windt of Litho Composition & Plate Co. She’s Miss Printing & Pub- 
lishing Week for 1959, and last year was Miss Boston and runner- 
up in the Miss Massachusetts contest .. . On St. Valentine’s day, 
Betty Niedringhaus of Cunningham & Walsh will be married in 
New York to Carl B. Ely Shedd of Benton & Bowles .. . Another 
groom-to-be at Benton & Bowles is Ray Brophy, who will wed 
Nancy Bernstein in the spring . . . Marjorie Schenck, in the copy 
department of Young & Rubicam, was married Nov. 29 to William 
Jeney in the ad department of Esquire . .. An April wedding is 
planned by Mary Kerwin and Leonard Peter Lisner of Dancer-Fitz- 
gerald-Sample . . . Joan Bodman, daughter of Ralph Bodman, vp 
in charge of publication sales at Parade, was married Dec. 13 to 
Walter Tenney Jr. in Baton Rouge . . . Lyman Beecher Cooper, a 
creative director with Street & Finney Inc., New York, and Birgit 
Albin Rosberg, have announced their engagement. . . 

Willard D. Crater, marketing director, Polymer Chemicals divi- 
sion of W. R. Grace & Co., Clifton, N. J., won the biggest prize at 
the New York Sales Executives Club’s Christmas party—the world’s 
largest Christmas card. It’s a 24-sheet poster in Times Square, 
aglow with Mr. Crater’s picture (blown up to 16 sq. ft.) and his 
holiday greetings—on view from Dec. 18 to Jan. 1... James Kelly, 
vp and creative supervisor of Ellington & Co., is one of 24 ex-foot- 
ball stars elected to the 1958 Sports Illustrated Silver Anniversary 
All-America, which honors senior football lettermen of 25 years 
ago who have established “outstanding career and community serv- 
ice records in the intervening years”... 
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Sure way to get the attentive examination every successful pro- 
motion needs! Telegram-Plus Service delivers your booklet, sample 
of new merchandise, any material, with a telegram attached... 
right into the hands of the persons on your list. Just provide the 
materials to be delivered, telegraph message and address list .. . 
in one or many markets. Western Union does the rest. 


WIRE US COLLECT! We’ll deliver the full story—fast—on this 
fast, attention-getting service. Address: Western Union, Special 
Services Division, Dept. 2C, New York, New York. 


Command attention for your promotional materials with 


TELEGRAM-PLUS SERVICE 


WESTERN 
UNION 
Special Services 
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J. HUGH E. DAVIS has been elevated 
to vp and general manager of Puck 
—The Comic Weekly, New York, 


effective Jan. 1. Mr. Davis was 
exec vp of Foote, Cone & Belding, 
Chicago, before joining Puck two 
and one-half years ago as vp and 
advertising director. 


Veritied Audit May 
Extend Activity to 
Weekly Newspapers 


PALM SPRINGS, CAL., Dec, 23— 
The board of governors of the Veri- 
fied Audit Circulation Co. has rec- 
ommended an expansion in the 
board’s membership to include 
representation of newspaper pub- 
lishers. 

The tripartite national board, 
now composed of three advertisers, 
three agency men and three mag- 
azine publishers, met here last 
week in VAC’s third annual con- 
ference. 

The recommendation to expand 
the size of the board was occa- 
sioned by the entrance of VAC 
during the year into the field of 
auditing the circulations of free, as 
well as paid, community weekly 
newspapers. VAC’s regional tri- 
partite boards of governors will 
continue to regulate auditing 
procedures of the weeklies “until 
such time as the complex details of 
auditing controlled or free circula- 
tion newspapers are resolved,” 
John B. Knight, VAC president, 
said. 

Mr. Knight also noted that the 
total number of VAC subscribers 
jumped from 35 at the time of the 
preceding meeting to 180 at pres- 
ent. # 


Sun-Maid, Sunsweet Set Push 

“Winter Treats from California” 
is the basic theme for the new 
joint promotion to be held in Feb- 
ruary and March by Sunsweet 
Growers of San Jose, and Sun- 
Maid Raisin Growers of Califor- 
* nia, Fresno. The push will be 
launched with a full-color spread 
in the Feb. 16 issue of Life. A va- 
riety of in-store promotion materi- 
als and newspaper ad mats will be 
sent to grocers and brokers by the 
two companies. Agencies handling 
the push are Maxon Inc. for Sun- 
Maid and Long Advertising for 
Sunsweet. 


‘Golf Digest’ Opens in N.Y. 

William H. Davis has resigned as 
account exec for CBS-tv spot sales 
to open New York offices for Golf 
Digest, of which he is founder 
and co-publisher. 


ULOK 
prints the brightest colors 


course! Call him today. 
Put Punch in Point-of Purchase 


New England Dailies Group 
Names Rietzel, Appoints Board 

Ellis A. Rietzel, formerly gener- 
al manager of the Time, Green- 
wich, Conn., has been named gen- 
eral manager of the Gazette, 
Haverhill, Mass., replacing J. Wes- 
ley Russ, who will remain as ad- 
ministrative assistant. The Gazette 
was purchased recently by News- 
papers of New England (AA, Dec. 
15). 

Frank A. Lawlor, president of 
the newly formed New England 


|group and general manager of the! 


Lowell Sun, said the board of di- 
rectors of NNE will include Wil- 
liam F. Lucey, business manager 


|of the Eagle & Tribune, Lawrence, 


| 


j 


Mass.; Philip S. Weld, publisher | 


of the News, Newburyport, Mass., 
and the Times, Gloucester, Mass.; 
John H. Costello, president of the 
Lowell Sun; David W. Howe, pub- 


'lisher, and J. Warren McClure, | 
business manager of the Free! fried chicken dinners, turkey din- 


Press, Burlington, Vt.; Charles A. 
Fuller, co-publisher of the Enter- 
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prise & Times, Brockton, Mass.,|peach pies. The company is also 
and Sidney Cook, controller of the putting new packages on a num- 
Union, Springfield, Mass. | ber of its older products. 


Blue Star Adds New Products 
Blue Star Food Inc., Council! 
Bluffs, Ia., is adding nine new 
frozen products to its line begin- 
|ming in 1959. They are spaghetti 
j}and meat with sauce casseroles, 
macaroni and cheese casseroles, 


Veru Heads Merit House 

Theodore D. Veru, since August, 
1956, general manager of Merit 
House, New York, an affiliate of 
Schenley Industries, has been 
named president of the affiliate, 
a new position. Merit House sells 
marketing aids and other mer- 
ners, beef dinners, boysenberry|chandise to its parent company 
pies, apple pies, cherry pies and’ and others. 
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Pillsbury and Hormel 
Kick Off Joint Promotion 


Pages in Life, Jan. 29, and in| Minneapolis, for Hormel. 


February issues of Everywoman’s 


Family Circle, Ladies’ Home Jour- Heidelberg Stockholders 


nal and Woman’s Day will kick off 
a London beef pie promotion | 


sponsored jointly by the Pillsbury | 


Co. and Hormel Co, The promotion! Co., Cleveland, is expected to be based soft ice cream company, will 
will be supported with an 8¢ cou-|completed Dec. 31. Stockholders sponsor “Story Princess” 
pon in each package of Pillsbury|of Heidelberg have unanimously | radio) 


golden pie crust mix redeemable 
on a can of Dinty Moore beef stew. 
Leo Burnett Co., Chicago, is the 


| 
| 


| agency for the Pillsbury mix; Bat- | advertising agency for Heidelberg | 


in addition to local radio and 
|newspaper promotion Mister Soft- 
/ee carries on in more than 300 
markets. Gresh & Kramer, Phila- 
|delphia, handles the account. 


ten, Barton, Durstine & Osborn, beer, but Carling has made no de- 
| cision on its advertising plans in 
ithe Northwest for its own Black 
Label beer and Red Cap ale. 


Mister Softee to Use ABC 
Mister Softee, Philadelphia- 


Approve Sale to Carling 

Sale of Heidelberg Brewing Co., 
Tacoma, Wash., to Carling Brewing | 
Harold G. Shelton, formerly di- 
(ABC rector of marketing, has been 
beginning next March, named general manager of the 
approved the sale. Guild, Bascom|marking what is believed to be/|dyestuff and chemical division of 
& Bonfigli, San Francisco, report-|the first network show sponsor- General Aniline & Film Corp., 
edly will continue to serve as the|ship by a soft ice cream company.| New York. 


Who’s in 


the driver’s 


seat? 


i 
| 
i 
| 


Sore 
pha: aS 


In Chicago, it’s WBBM-TV! While other 
stations go round in circles, WBBM-TV 
stays out front—Chicago’s number one 
station, month-in, month-out, according 
to all three rating services. 


The competition, meanwhile, keeps on 
jockeying for the runner-up spot: during 
the past year, each station has been in 
second place at least once and each has 
been in last place at least once. 

Channel 2’s never-failing popularity is 
the direct result of a powerhouse CBS 
Television Network lineup plus top-rated 
local programming. For example, Nielsen 
shows that month after month WBBM-TV 
presents Chicago’s highest-rated feature 
film show... thirty-minute syndicated 
film program...daytime adult program... 
woman’s service show...news program... 
Monday through Friday nighttime strip 
...and live variety program. 


Keep ahead of the competition yourself. 
Tell your story on... WBBM-TV 


Chicago's Showmanship Station 
CBS Owned, Channel 2 - Represented by 
CBS Television Spot Sales 


General Aniline Names Shelton 
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The ABC radio schedule will be| Outdoor Ad Design Booklet 


Published by GOA 

“Outdoor Advertising Design,” 
a 66-page reference booklet out- 
lining poster problems and vari- 
ous ways of handling them, has 
been published by General Out- 
door Advertising Co., Chicago, and 
is being distributed by GOA repre- 
| sentatives to advertisers and agen- 
| cies. 

Liberally illustrated, the booklet, 
written by William Miller, GOA 
art director, has been developed 
for outdoor ad creative people. 


Jack Gilbert Adds Audio 

Jack Gilbert Associates, New 
York, has been named to handle 
advertising and public relations 
for Audio Empire, a new high fi- 
delity products division of Dyna- 
Empire Inc., Garden City, New 
York. At the same time, Mike 
Bienstock joined the agency staff 
as a publicist. Mr. Bienstock had 
been with New York newspapers, 
Popular Electronics and Fairchild 
Publications. 


fickin’ 


| Neutical —and N-Ice! 


| ture 


| firm, do the job in bright red and 


| shipshape production. Result: a 


‘on Around 
KLEEN*STIkK 


IDEA NO, 147 


Miller Adds K-S 
“Golden-Touch” 


To tie in with their national ‘‘Golden 
Touch of Quality’ theme, Miller 
Brewing Company of Milwaukee 
designed a ‘‘standout”’ ckage in 
old and red. This called for eye- 

entification” at the point of sale 
. . - 80 Miller offered a wide variety 
of dealer P.O:P. Among the best 
were this 2-sided door sticker and 
back-bar or wall plaque, designed 
and produced by Selling Aids Co., 
Milwaukee. Under the watchful eye 
of Roy Desjardine they were beau- 
tifully screened in black, red, and 
gold on clear polystyrene — then 
coated with scit-aticking Kleen- 
Stik for fast, easy peel-an’-press 
application. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. Ideas 


a 


the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 148 


lastic Ice Buckets manufac- 
by Jack’s Lamp Co.,in Brook- 
line, ass., are pretty handsome 
au naturel, as it were—but when 
they’re dressed up with these saucy, 
salty Kleen-Stik emblems, color- 
fully screened on Mylar, they’re the 
n-icest! Owner Louis Stern had 
Nurenberg Studios, Bostondisplay 


The 


blue, with Sam Evans handling the 
breezy design and Larry Carey the 


“see-worthy’’ decoration that sticks 
tight despite moisture and cold. 


Ahoy, Mr. Advertiser! Steer a 
straight course for your regu- 
lar printer, lithographer, or 
silk screener, and have him do 
your next P.O.P. display or la- 
bel job with Kleen-Stik-—the 
top hand in salesman-ship! 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


S-H S" S-H S-H S-H S- S-H S-M S-N S-N S“H S-H SH S-H 


7300 W. Wilson Ave. © Chicago 31}, Ill 
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Coordination, 
Integration of Ads 
Stressed by IARI 


Report Underscores 
Importance of Joint 
Effort in Promotion 


Princeton, N. J., Dec. 23—The 
desirability and ways and means 
of coordinating industrial sales | 
and marketing activities consti- 
tute the subject of the Industrial 
Advertising Research Institute’s 
eighth report. 

The study, “How to Coordinate 
Industrial Sales & Advertising,” 
was commissioned by the IARI, 
a semi-autonomous organization 
within the National Industrial 
Advertisers Assn., in July, 1957, 
after the group’s Project Council 
No. 10 had spent a year in examin- 
ing the problem. 

Some 28 large companies were 
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|table of contents, the reader can|ristnc Ace erroneously included|Heintz and Durstine have com-|its where it will erect a “super- 
| proceed directly to the self con-| Heintz & Co., San Francisco, and | bined their San Francisco facilities,|store” housing a big New York 
tained material on topics of par-| Roy S. Durstine Inc. (California),| while maintaining their separate |investment brokerage branch of- 
ticular interest. San Francisco, as having been| corporate identities with their re-| fice, a Pennsylvania bank and a 
Copies of the publication have|merged under the name Roy S.| spective clients. Roy Durstine is a|“charge-it” grocery outlet. Hess 
been distributed to company) Durstine of California. While the | consultant to the San Francisco|said the shopping center will ac- 
jmember subscribers, who are the | two agencies negotiated an affili- | operation. Heintz continues to have | commodate 10,000 parked cars. 
entire financial support of the in-|ation last fall, they have not fully staffed offices in Los Angeles 


stitute. + |merged and continue to retain | and San Diego. Martin Steel Names Mackey 
their corporate identities. William H. Mackey has been 
Roy S. Durstine, Heintz __ Under the setup, Carl M. Heintz Hess Buys ‘Super-Store’ Site named merchandising manager of 


Agencies Have Not Merged |Sr., board chairman of the Heintz) Hess Bros., Allentown, Pa., de-|Martin Steel Corp., Mansfield, O., 
In a table of agency mergers for | agency, is also board chairman of | partment store, has purchased 50|a new position. He formerly was 
1958 in the Dec. 22 issue, Apver- | Roy S. Durstine Inc. (California).| acres just outside that city’s lim-| assistant to the president. 


interviewed at length as part of 
the study. The companies were 
chosen because of recognized suc- | 
cess in (1) coordinating, (2) will-| 
ingness of a cross-section of key | 
executives to devote the time | 
needed for the study and (3) their | 
willingness to have information | 
published anonymously. 


@ The study was stimulated by 
recognition of the fact that “lack 
of coordination between the left 
hand of advertising and the right | 
hand of sales inevitably takes a) 
toll in profits measured in mil- | 
lions of dollars.” 

The study develops a method 
by which the management of any 
company can measure the level of 
advertising-sales coordination. “It 
calls for determining the extent to 
which marketing objectives, plans 
and plans in operation fulfill the 
following criteria: 


1. “Is there integrated adver- 
tising-sales activity for each prod- 
uct line and market?” 


2. “Have responsibilities of ad-| 
vertising and sales for each part of | 
their separate but integrated op- 
erations been clearly specified?” 


ales es | 
3. “Is the timing of advertising | 
and sales activities consistent?” 


4. “Are advertising and sales 
tackling each joint task at about 
the same intensity of effort?” 


. “Have those responsible for | 
Fo out the coordinated pro- | 
gram genuinely accepted it?” 


s The report describes two keys | 
to coordination: 


e A company climate encouraging 
coordination. 


e Coordinating practices of prov- 
en worth in setting marketing ob- 
jectives, creating plans and in! 
carrying out these plans. 


“The report finds that effective | 
coordination rarely—if ever—ex- 
ists without a favorable company 
climate. More important, it dele- 
gates primary responsibility . for 
promoting and maintaining this 
climate to top management. 

“The second key to successful 
coordination is the soundness of 
coordinating practices applied in 
defining objectives, in planning 
and in carrying out plans for ad- 
vertising and sales.” 

The 116-page report is present- 
ed so that it can be read straight 
through, or, by referring to the 
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you clear the way today........... 


Your future sales success in the $41-billion Original Equip- 
ment Market depends on how well you sell the design 
engineer today. 

Shortly, more new machinery and more new equipment 
than ever before will be in production. And it is the design 
engineer who right now is specifying the materials, com- 
ponent parts and finishes for this huge volume of new 
products. 

These key men read Product Engineering first. They do 
so because every week the OEM’s largest editorial staff 
gives them the most significant design and product devel- 
opment information first. Editorial reader studies which 
show consistently high cover-to-cover scores prove this. 


Such thorough, enthusiastic readership produces results. 
A column on the next-to-last page pulled 3046 booklet 


Product Engineering @® The McGraw-Hill magazine of 


Published Every Monday 
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Philip Morris Calls 
for Johnny to Help 
Brake Skidding Sales 


New York, Dec. 23—The living 
trademark, Johnny the Bellboy, 
who used to be the focal point for 
Philip Morris cigarets advertising, 
may be getting ready for a spec- 
tacular comeback. 

Johnny and his penetrating “Call 


for Philip Morris” were familiar} 


|several years ago when the brand 
| was at the height of its popularity. 


The company is considering re- 
turning Johnny to the spotlight as 


to gauge the public reaction. 


s Though he has not had center 
stage lately, Johnny—he’s the orig- 


a nostalgic reminder to all the peo-|inal, Johnny Roventini, who has 


ple who used to smoke the brand, 
which has been on the sales down- 
grade in recent years. 

His voice is already calling for 
Philip Morris as a curtain-raiser 
on the tobacco company’s network 
television shows. His return to tv 
—in voice only—was started in 
mid-November as a deliberate test 


filled this role for a quarter of a 
century—never really stopped 
working for Philip Morris. He has 
toured with the cigaret maker’s 
“Country Music Show” 
been busy with personal appear- 
ances at fairs and tobacco festivals. 

The considerations behind the 
Philip Morris decision to test John- 


ny’s merchandising and advertising 
power on tv were summed up by 
George Weissman, merchandising 
vp. 

“This is a tremendous trademark 
with one of the highest identifica- 
tion ratings in all America,” he 
said. “It immediately establishes 
the brand name. It makes possible 


and has|the use of IDs and 20s on tv in- 


stead of minutes, and it brings back 
the nostalgia of the Philip Morris 
brand when the copy story was 


basically a mildness story.” This 


..Or you’re blocked tomorrow 


requests .. . a feature article got 3645 individual reprint 
requests — many pull over 2000 requests . . . a five-line 
mention of a circular slide rule drew over 1100 requests. * 


Total paid circulation of Product Engineering’s carefully 
screened subscribers is at a new high of over 42,000... 
renewals — the gage of satisfied readers — are increasing 


substantially. * 


To clear the way for tomorrow’s big OEM sales, you must 
get your sales message through to these decision-making 
engineers today. Make certain you reach these prime cus- 
tomers and prospects. Put Product Engineering on your 
advertising schedule now. 


*Your Product Engineering representative is ready to show you 
these and many other pertinent results in our 1959 FACT FILE. 


Design Engineering and Product Development @ 330 West 42nd Street, New York 36, N. Y. 


Es 
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latter point, he noted, is of partic- 
ular importance nowadays when 
most smokers, even those who don’t 
like filters, are extremely mildness 
conscious. 


s The public response to Johnny’s 
voice on network tv has been very 
impressive, Philip Morris reports. 
As a result, plans which could keep 
Johnny quite busy are now in the 
making. Additional soundtracks for 
television have already been made 
and nobody should be surprised to 
see Johnny’s picture added to the 
voice or to find him turning up in 
television spots and print ads as 
well as in the network commer- 
cials. Right now it’s all part of the 
secret strategy at Philip Morris 
and Leo Burnett Co., with new 
maneuvers slated for the first 
quarter of 1959. + 


Gardner Adds Lucky Tiger: 
Names Stradel, Lee 

Gardner Advertising Co., St. 
Louis, has been appointed to handle 
advertising for Lucky Tiger Mfg. 
Co., Kansas City, effective Jan. 1. 
Gardner will handle advertising 
for all Lucky Tiger products, which 
include Lucky Tiger hair tonic and 
dandruff treatment and Butch hair 
wax. The account will move from 
Atherton & Currier, which ac- 
quired Lucky Tiger July 1 from 
Allmayer, Fox & Reshkin (AA, 
June 23). Atherton & Currier has 
merged with Kastor, Hilton, Ches- 
ley & Clifford, and Gardner has 
merged with Paris & Peart, both 
effective Jan. 1 (AA, Dec. 22). 

Gardner has named Walter J. 
Stradel Jr. an assistant account 
executive and Laney Lee a radio- 
tv writer. Mr. Stradel formerly 
was with Color Process Co. Mr. 


Lee previously was a tv script 


writer on the West Coast and was 
| with KRCG-TV, Jefferson City. 

| 
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|Haas of the JWT mail order di-| 
|vision, who bought majority in-| 
|terest in the Little Leather Li- 
brary. 
Meanwhile, Mr. Scherman and} 
‘ Mr. Sackheim tried out various | 
JWT Trio—Scherman, ho gr ae 4| ventures, including a record-of-| 
‘ copywriter (presently board! the-month : S 
Sackheim and Haas— chairman of Maxwell Sackheim & td age Reape recat 
Made Reading ‘Profitable’ °°.) [with much success. | 
In 1920 (after the Boni brothers | But the memory of their vari-| 
sold out their interest), Mr. Scher-| ous successes with the Little | 
world of commerce is seldom ™an and Mr. Sackheim formed|Leather Library books stayed 
linked with the world of culture, their own agency, Sackheim & with them, and as a result a new | 
occasionally a new merchandising Scherman. By this time their Little venture, 
idea sparks the arts with its own | Leather Library venture had Club, was launched in April, 1926, 
brand of electricity. reached its limits. Later with the first book selectien going | 
According to Author Charles} —— 


Book-of-Month, Mail Order Giant, 
Boosts Bookstore Sales, Too, Lee Says 


New York, Dec. 24—While the 


sales 


|they were joined by Robert K.! 


Advertising Age, December 29, 1958 


to 4,750 members. By the end of 
the year, membership had reached 
46,539 customers. 


® Early advertising for the club 
stressed convenience—the con- 
venience of subscribing to books as 
one might subscribe to a maga- 
zine. “Handed to You by the 
Postman, the New Books You In- 
tend to Read,” the early ads pro- 
claimed. 

Today the club’s net sales aver- 
age about $15,000,000 per year. It 
began with a _ capitalization of 


the Book-of-the-Month | $40,000 by its three founders, 


Haas, Scherman and Sackheim, 
with Haas making half of the 


original investment. This turned 
out to be quite a profitable in- 
vestment, since it is the only 
money invested in the company 
until a block of its shares was of- 
fered to the public in 1947. Even- 
tually, both Messrs. Haas and 
Sackheim sold out to Mr. Scher- 
man, 


@ Mr. Lee goes on to narrate the 
struggles and growth of the club, 
with the addition of such other 
mail order enterprises as the 
Children’s Record Guild, Music 
Appreciation Records, the Metro- 
politan Opera Record Club, the 
RCA Victor Society of.Great Mus- 


Lee in “The Hidden Public,” this 
is what the Book-of-the-Month 
Club has done for book reading | 
and book publishing in the U. S.! 
Mr. Lee, associate professor of) 

English at the University of Penn- : 
sylvania, argues the book club : 
has increased the reading activity ; 
of the American public and in-| - 
creased sales of all books through | ; 
all outiets, not only the books the | 

club itself sells. k 


a Oe lee 


Lppjrectry sunee eons 


ws Mr. Lee’s thesis has been a, 
matter of sore contention since the 
club was launched in 1926, with) 
literary critics, bookstores and 
publishers lined up on one side. 
against literary critics, publishers 
and the book clubs on the other. | 

The book retailers, of course, | 
have been most bitter against the 
clubs, arguing the clubs have tak- | 
en business away from them. Mr. | 
Lee assembles facts, figures and | 
estimates to argue that (1) book | 
club membership is primarily in | 
areas where there are no book-| 
stores and that (2) the book 
clubs’ promotions and advertising 
have increased the sales of books | 
in bookstores. 

Indisputable is the fact that the | 
Book-of-the-Month Club is one of | 
the mammoth mail order opera- | 
tions in this country. Mr. Lee says 
the club’s outgoing first-class mail | 
is estimated (by the club) to} 
average 530,000 pieces per month, | 
outgoing third-class mail, 2,750,- | 
000 pieces. The U. S. Post Office | 


has only two other customers pee F ‘i 

larger than this, according to Mr. | ca naeling a 

Lee. They are Sears, Roebuck & | Re m 3 me : — 

Co. and Montgomery Ward &Co. | you 7 } One. cei a 
The club manages to give away — aie 

free about a million dollars’ worth =P g rue 


of new books a month. During its ou : oa —e nore ae ae 
32-year history it has given away he? he r ie Bile 
books valued at more than $200,- | i Wester Ue 
000,000 retail. ‘Tos . 

® The Book-of-the-Month Club) ear 


was the brainchild of Harry| 
Scherman, an advertising and mail | 
order man. Mr. Scherman started | 
out as a newspaper man, soon be- | 
gan helping out his brother Wil- | 
liam doing some free-lance adver- | 
tising assignments. He went into! 
free-lance advertising in earnest 
in 1912 with the idea of saving | 


enough money to try his hand at 
serious writing. He made his try, | 
decided he wasn’t a creative writ- | 
er and returned to New York in| 
1913 where he joined Ruthrauff | 
& Ryan doing booklets, direct 
mail, letters and circulars. Within 
a year he was invited to join the) 
mail order department of J. Wal- 
ter Thompson Co. 

Mr. Scherman’s first taste of | 
mass book distribution began in| 
1916 when Charles Boni (who lat- | 
er with his brother Albert and| 
Horace Liveright would found the | 
Modern Library) brought in a/ 
miniature, vest-pocket edition of | 
“Romeo and Juliet” bound in 
sheepskin which he had published. 
Mr. Scherman sent the little book 
to a client, Whitman Candy Co., 
as a merchandising gimmick. 
The Whitman ad _ department 
grabbed up the books and began 
boxing Shakespeare’s classics with 
its candies. 


s Mr. Scherman resigned from 
JWT to set up Little Leather 
Library Corp. with the Boni broth- 
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Metropolitan Miniatures (24 full-|FTC affirmed the right of pub-/er courts, but before it reached 
color miniature reproductions of lishers as licensees of the author’s the Supreme Court the FTC re- 
great works of art chosen by the copyright, to sublicense the books laxed its interpretation of “free” 
Metropolitan Museum of Art),/| to the clubs. | by the book clubs in 1953. 
and a Christmas greeting card op- | The book, published by Double- 
eration. s Earlier, the book clubs them-|day & Co. at $3.95, is not, at least 
According to Mr. Lee, as a re-|selves had been the subject of an|so far, a Book-of-the-Month Club 
sult of the articulate discontent|FTC complaint, starting in 1940 selection. # 
of some booksellers over the book | and sporadically thereafter, charg- , P 
club’s success, in 1951 the Fed- ing false, misleading and decep-| ‘Detroit Times’ Fleck Retires 
eral Trade Commission issued a tive use of the term “free” in the) Jesse W. Fleck has retired as ad- 
complaint against Doubleday;| advertising and promotion. vertising director of the Detroit 
Harper’s; Houghton Mifflin; Lit- | In 1952, the Book-of-the- | Times after 33 years’ affiliation 
tle, Brown; Random House, and|Month Club was ordered to “cease | with the Hearst newspapers. W. T. 
Simon & Schuster, arguing they|and desist” from advertising its|Dickson, advertising manager, is 
were giving unfair advantage to | dividend books as “free.” This was| acting director until a successor to 
book clubs over bookstores. After|later applied to other clubs. The! Mr. Fleck is named. Mr. Fleck will 


ic, Young Readers of America, the|a hearing in 1953, however, the!club appealed the order in high-| continue to serve the Times as con-| 
|sultant on special advertising as- 
| signments. 


| 
Jackson to Photog Book 
Jack Jackson, formerly with the 
Fisherman, has joined Popular 
Photography as midwestern ad) 
manager, succeeding Adolf (Bud) 
Kraus. 


4 


Schoenfeld Joins Mallis 
Gerry Schoenfeld, formerly with 
Joseph Katz Co., has been named 


assistant to the president and 
director of creative activity of 
| George L. Mellis Inc., Philadelphia. 
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eer more reasons 

“a why the West 
r lives by Sunset 


Many of these books are 
best sellers in their fields — all 
of them are successful publications 
because they carry 
the authority of SUNSET Magazine. 


Among families in the West and Hawaii, 
SUNSET Magazine has a unique position of 
authority because it knows 
their regional needs and opportunities. 
Westerners have fuli confidence in it and what 
it recommends. That’s why, when SUNSET 
Magazine — or a SUNSET book — comes out, 
Westerners take action. 


You share in this action and confidence when 
you advertise in SUNSET Magazine. 
You reach deep into the lives of the most active and 
influential families in Western America. 
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LANE PUBLISHING CO. 
Menlo Park, California 


| LD 
RUNNING 


ENGINES. 


New Keewtall Lraad Acton 
Miter OR) pntwns teat prot dete 
ote ot the regan wre 


Ack your favorite 
dealer for if now 


HOT & COLD—Kendall Refining Co. 
will introduce its new dual action 
motor oil with this ad in the Jan. 
3 Saturday Evening Post. The cam- 
paign will continue in alternate 
|months. Barber & Drullard, Buf- 
falo, is the agency. 


‘Environment Bows in ‘59 
Environment, a new monthly 
trade publication serving the field 
of environmental test equipment, 
engineering, testing, science and 
research fields, will bow in Febru- 
ary. It will be published by Mat- 
tingley Publishing Co., P. O. Box 
| 286, Oakhurst, N. J. Ray H. Mat- 
‘tingley is publisher of the new 


| : 
magazine. 


| Burnett Names Two VPs 

| Robert J. Reardon and Nelson 

| Winkless have been named vps of 

|Leo Burnett Co., Chicago. Mr, 

| Reardon is associate copy director, 
and Mr. Winkless is a tv film copy 

| supervisor. 


Warwick TYPOGRAPHERS 
920 WASHINGTON ¢ ST. LOUIS 1, MO. 
Serving Clients in 43 Stotes 


“WARWICK TYPOGRAPHERS 


| 920 WASHINGTON ® ST. LOUIS 1, MO. 
| Serving Clients in 43 States 
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Warwick TYPOGRAPHERS 
920 WASHINGTON © ST. LOUIS 1, MO. 
Serving Clients in 43 States 
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Cigaret Sales 
Still Rising, Says 


‘Business Week’ 


Filters—Especially Kent— 
Pace Gains; Camel Still Is 


| 

New York, Dec. 22—“Smokers, | 
for the second year in a row, sent | 
a record number of cigarets up in| 
smoke, making the fourth straight 
year in which sales exceeded) 
those of the year before,” Busi- 
ness Week will say in its forth- 
coming issue. 

“To achieve this, the public} 
consumed 424 billion cigarets— 
some 146 billion or 3.6% more 
than last year. 

“Adding in the 33 billion tax-}| 


free cigarets shipped overseas, the | 


DO YOU WANT THE ACCOUNT? 
. .. Reach for BRAD-VERN’S! 


|port says, “filter brands were re- 


increase in consumption.” 


| filter 


Tops; Pall Mall Rebounds 


lit soared from 1956 sales of 3.5|this year. As in the past three 


place to fifth place among all|S*!/ling cigaret. American’s Lucky 


‘among filters to Reynolds’ Win-|—§ billion cigarets—of any brand, 


industry produced 457 billion units| place as the leading filter with a 
this year. | 1.4 billion-unit increase. 

“With the exception of a mod-| “Among menthols, Reynolds’ 
jest gain for American Tobacco’s|Salem moved up to 8.5 billion 
| non-filter king, Pall Mali,” the re- lunits to snatch first place among 
this type of smokes away from 
Brown & Williamson’s Kools. 

“Regular and non-filter kings 
continued to fall this year,” Busi- 
ness Week will say. “Among the 
kings one bright spot was Ameri- 
can’s Pall Mall. Until last year 
this brand had grown without in- 
terruption ever since American 

jaoaered it in 1948. Last year it 
s “One brand, Lorillard’s Kent,| Suffered a small decline, but this 
paled even its success story of | year got back on the growth 
last year. As recently as two years | Curve with an increase of 1 billion 
ago, Kent was an also-ran among | Units. 
filter brands. 

“Then, when Reader’s Digest|® “Regulars are down,” the report 
published an article citing Kent’s|54yYs, “from 84% of the total mar- 
filter as the best on the market,|Ket they held in 1950 to 34.5% 


isponsible for this year’s entire 


However, the report points out, 
“up to this year, practically every 
brand has been carried 
along in the floodtide. Now with 
14 top brands on retailers’ shelves, 
buyers are getting selective.” 


billion to 13.5 billion units in 1957,|years, this decline affected every 
The increase continued when sales| Single regular brand. a 

climbed to 37.5 billion units for a|_ “Despite this, Reynolds’ Camel 
gain of 177.7%, shooting from 14th | held its place as the country’s top 


second Strike sustained the greatest loss 


brands. Kent became 


ston, but the gap is only 1.4 billion| but held on to third place. The 
units. | gap between Lucky Strike and the 


Over 10,000 reconstructed ad schedules 
in "58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 or 2980. 


of the total 37.5 billion increase 
that all filters racked up this 
year, other brands had little room 
to stretch. Winston, the first fil- 
ter cigaret to move into the top 
lranks among all brands. held its 


“With Kent grabbing 25 billion | fourth place entry, Winston, nar- 


lrowed from 14.5 billion last year 
to 7.1 billion this year.” 
Commenting on new trends, the 
BW report says, “One possible 
new trend already has appeared. 
Stephano Bros., a specialty tobac- 
co company, introduced a little 


cigaret-like cigar, a month or so 
ago. Trend has won smokers in a 
number of markets, and other 
| companies have similar versions 
on the market. The big companies, 
which kept their plans secret, are 
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How Leading Cigaret Brands Fared in ‘57-’58 


Source: Business Week 


1957-— —- 1958 
U.S. Sales in U.S. Sales in 
Billions of Billions of Percent 
Brand Company Type Cigarets* Rank Cigarets Rank Change: 
Camel ..ccccccccceccsave®. J. Reynolds ....Regular ............. 660 1 65 1 — 53 
Pall Mall .......... Amer. Tobacco ...KINg ......cccceeeeees oe. 2.88 2+ WW 
Lucky Strike ........ Amer. Tobacco ....Regulor ...........-.. 520 3 40 3 —I1S5 
Sl ~R. J. Reynolds ....King filter .......... 373. 43839 4 + OF 
TNT sahcineseosavendinbal P. Lorillard .......... Regular filter 
& king filter .. 13.5 11 373 § +1777 
Chesterfield .......Liggett & Myers Regular & king .. 32.0 29932 6 — 88 
BOP narcthanicds aliggett & Myers ..Regular filter 
& King filter... 244 7 229 7 — 6.1 
ViCeFOY  oeeceeeeveee Brown & W'mson King filter ........ 73 6 22 8 — 07 
Marlboro ............ Phillip Morris ......King filter .......... e.6CU8llC ee OOS 
TID wicsisepicioerea aR. J. Reynolds ....King filter .......... 11.0 13 195 10) + 77.2: 
Kool ceveee TOWN Be W'MSON «0. ..cccceereceeeneeenereee 12.3 12 13.7 #1 + 11.4 
RRR Sorccecniversvrseciasacsessintntvnecentacccstnonsuvenanecsaceenécsvsoes 48 — 158 
SENEIIIIIEE <cocunsansoudisinrsnninennnieontnphnitidabeaqsttbotienacesonene 8.9 + 348 
Old Gold .......... «P. Lorillard 10 #6133 12 — 158 
Regular & king 8.4 — 17.7 
Dele SUNN nner csccnsncnresereseiconsdnsnsconsecontionossengonasecnccne F 49 — 12.5 
Phillip Morris .....Phillip Morris ...... Regular & king 155 9 129 13 — 168 
06, Tere anisccMRRPL TORR ORD scsicscnsorvecssvosersnsaanerie 8.5 14 8.5 14 0 
© PS RRR 2 A ELE ET SER TE 45 4.2 — 
FRE csecncemsttnicnessapstgnibtiniiimesieniisiabnsnsbibphisteesebseies 4.0 43 + 73 
OT” eee Brown & W'MSOM oo... .ccccecceesssseeeees 67 15 72 1 + 75 
III tinccastntoncocneietigiiapibtarddlibmmmiilotimdientaaicésbaccvrenss 67 2.8 — 58.2 
IIR... niceusasintnicsbuidsdanibipimpiatebectinialanattsiietereatmesseumian o 44 7 
Parliament .......... Phillip Morris ......King filter .......... 24 17 55 16 +129.2 
Hit Parade ..........Amer. Tobacco ....King filter .......... 3.5 16 28 17) — 20.0 
Newport ............ «?. Lorillard .......... King filter 1.0 19 28 18 ee 
OASIS ceceeceeserseeeeeeeiggett & Myers ..King filter .......... 0.5 20 14 #19 ee 
Cavalier  ......... cat. J, Reymettle ... MIG: cercccscccescssscess 1.0 18 04 20 — 60.0 
DE I acai gti cam iniacencetbbewsecietes tneetiaipeancsinieseonss 5.0 2.0 — 60.0 
EEE: socosectssehaohavoinpscorsiiiabindseidlbehanrsecntckescice 160.5 197.6 + 23.1 
RII i i inchcansctnitaevsinovel hapernsinbevanesstttehain 167.0 146.9 — 12.0 
Ee UII esclenicteiaiiaih aici aitinacsisstabendidonsesessseodiivlaiie $5.6 79.5 — 7.1 
| SRB re NS EE «a PREY ar 409.4 424.0 + 36 


*Revised—**Iintroduced in 1957—*Not marketed as filters in 1957 


Firestone Promotes Five | cisco, negotiated a $7,000 spot pur- 

Jack B. Scarcliff has been chase on KFRC and KNBC for a 
named manager, retail advertis- “Color for Christmas” promotion 
ing, for Firestone Tire & Rubber | 9" behalf of Leo J. Meyberg Co., 
Co., Akron. He succeeds A. E.| Bay Area distributor of RCA Vic- 
Brubaker, who was named direc-| ‘tr color tv sets. The radio spots, 
tor of public relations (AA, Dec, | Starting just before Christmas, will 
22). M. R. Bennett, formerly man-|TU" 30 days and offer customers 
ager of the retail newspaper ad- installation of a set in their homes, 
vertising department, has been|°omplete with antenna adjust- 
named manager, sales promotion, | ment, for a free trial period. Small 
to succeed Mr. Scarcliff. In other | SP&ce ads also were used in the 
promotions, H. A. Laurence be-| radio-tv sections of the San Fran- 
| cisco Examiner and the Chronicle. 


comes manager of the retail news- | 
paper advertising department; ‘Petes’ Nemes Two 
Joseph F. Nugent, formerly with 


George J. Spraitzer moves from 
paper advertising; and Paul Ya-/Living for Young Homemakers, 


« OLL 
known to be watching this type of 
among !U top O 9 product with great interest. 
? rte LAPEER 
—" s “Another good bet for next year 
: «2m — is some tobacco company diversi- 
74 OUT z re wis . 92% fication. Several of the six lead- 
io one ‘. ers such as Philip Morris, P. Lor- 
OF 100 Wh ABOVE illard, already have diversified to 
PW some extent. Only recently R. J.| 
PRESS ae js ee 7 — U.S Reynolds and Warner-Lambert | 
Sioa, NOARLAND (oh Pharmaceutical were talking mer- 
HOMES T. ae oa) ae | AVERAGE ger. Even though the deal fell 
TAKE pee eo aa through it was an indication of a 
ko trend. 
NO OTHER “A certain bet, too, is more 
DAILY heated competition for the filter 
market. This year saw a bare- | 
fisted battle of claims—with Kent, | 
NEWSPAPER |Hit Parade, and Parliament all | 
shouting that they filtered best. | 
Now that some brands are not 
I ag 87,900 Sales per Household ..... 7,559 sharing in the filters’ gains the 
Households ............. 24,550 Food Soles <) ee “ ye fight will get hotter.” 
ogpendable income ....$166,752,000 General Merchandise. 30,410,000 Comparative ranking of the 
income per Household .. . 6,792 Apporel we asnuawneess 2 180,000 brands in 1957 and 1958 are 
onhgyy ay Oe —, ae... eae shown in the adjoining table. 
est. of Consumer Markets) Filling Stations ........ 12,306,000 
DUX Promotes Stone | 
James M. Stone, formerly ad-,| 
. i oF = vertising and public relations| 
a manager of Dux Inc., San Fran- 
gt 5 cisco, has been named director of | 
x, an “ Y sales of the company, which im- | 
; ports and manufactures Scandi- 
navian contemporary furniture. 


4043 NO 


THE PURSUIT OF QUALITY — OUR CONSTANT DEDICATION 


ER, oe 
HUTCHINGS & MELVILLE, Inc. Custom Photoengraving 


RTH RAVENSWOOD AVENUE, CHICAGO 13. EASTGATE 7-9220 


catalog advertising to retail news- | 
wowsky from advertising produc- | has joined Redbook, New York, as 
tion to the product and technical/@ promotion copywriter. Charles 
and information section. Bishop, previously on Redbook’s 
shopping section sales staff, has 
Meyberg Sets Spot Drive been promoted to the magazine’s 
Kenyon & Eckhardt, San Fran- Chicago sales staff. 


‘In Philadelphia nearly everybody reads The Bulletin ° 
7 . 


° . 


-In Philadelphia 


... buying begins at home. 


The Bulletin goes home... delivers more 
copies to Greater Philadelphia families 


every seven days than any other newspaper. 


The Bulletin publishes the largest amount of 
R.O.P. color advertising in Philadelphia— 


Evening and Sunday. 


Philadelphians like The Bulletin. 
They read it, respect it and respond 


to the advertising in it. 


In Philadelphia nearly everybody reads The Bulletin 
UNelng eu sperer ApoqgAszoao Alrvo0oUu vfydlepeltud ur 


Advertising Office: Philadelphia * New York * Chicago 
Representatives: Sawyer Ferguson Walker Company, 


Detroit + Atlanta * Los Angeles + San Francisco 


Florida Resorts: The Leonard Company, Miami Beach 


In Philadelphia nearly everybody reads The Bulletin 
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MOTHERS DAY. 


[Pe nenaet will accept inserts for 
| those copies of any of its 11 pub- 


lications going to the 11 western | Market Facts Ups Hardin | 

David K. Hardin, for the past} 
four years vp of Market Facts Inc., 
Chicago research organization, has} 
been promoted to exec vp. 


| 


Lal | 


«her day of surprises 


FOR MOM—This Mother’s Day poster 

is part of a kit being offered for 

$7.95 by the National Committee on 

the Observance of Mother’s Day, 
New York. 


‘McCall's,’ ‘Holiday,’ 
‘Family Circle’ Say 
‘59 Reports Look Good 


New York, Dec. 23—Magazines 
continue to report a business up- 
turn of major proportions for the 
early part of 1959 (AA, Dec. 8, 15). 

McCall’s, with a publisher’s es-| 
timate of more than 5,500,000) 
circulation—an all time December} 
record—last week said its January, 


1959, revenue of $959,065 would be| a 


18% ahead of the same month this | 
year. The February issue, carrying| 
$1,793,000 in advertising, will rep-| 
resent a 12% gain over the same | 
issue this year. 

Holiday said its January issue | 


will ring up an ad revenue gain| 


of 22.6%, with $648,354 as against | 
$528,760. 

Everywoman’s Family Circle re-| 
ported ad revenue for January and | 
February, 1959, at 53% ahead of 
the same months this year. Pages| 
will be 14% ahead next month and| 
23% better in February. + 


Builder, ‘Defamed’ in Ad, 
Sues McCann for $1,000,000 
Saul Sonnier, a Louisiana build-| 
ing contractor, has filed a $1,000,- 
000 suit against McCann-Erickson 


in New York supreme court, charg- | § 


ing that McCann defamed him in 
advertisements placed in nine 
magazines for Flintkote Co. Mc- 
Cann has asked that the complaint 
be dismissed. 


Parke, Davis Adds Ad Office 

Parke, Davis & Co. Ltd., Mon- 
treal, has established a Canadian | 
advertising and promotion depart- | 
ment, headed by Fred A. Maxwell. | 
C. D. Smith, vp and managing di- | 
rector of the company, said the ad- 
vertising office was set up to in- 
tegrate all promotional activity in 
the Canadian headquarters. 


Coyne Named President 

Robert W. Coyne, executive head 
of the Council of Motion Picture 
Organizations, has been named 
president of the Distilled Spirits) 
Institute, effective Jan. 1., when 
the term of C. K. McClure, of Stit- 
zel-Weller Distillery, expires. 
Howard T. Jones will continue as 
executive secretary of DSI. | 
Brown Joins Korchnoy as VP 

Bud Brown, formerly account 
group head of Nathan Fein Agency, 
has joined E. A. Korchnoy Ltd.,| 
New York, as vp and head of the) 
marketing and sales division. Go-| 
ing to Korchnoy with him is Amer- | 
belle Corp., New York textile fin- 
isher, which bills about $50,000. 


Universal Mfg. Names Lando 

Universal Mfg. Corp., Zelienople, 
Pa., manufacturer of construction 
equipment and other products, has 
named Lando Advertising Agency, 
Pittsburgh, as its advertising oe 
public relations agency. 


| sues. Regular rate card mechanics 
| will apply, although special rates 


| tical 
* |draulics & Pneumatics, Industry & 


| Industrial Publishing Corp. Occupational Hazards, Power 
| Recents Western State Inserts Transmission Design, Precision 
‘ ante f Metal Molding, Refrigeration & 
Industrial Publishing Corp., Air Conditioning Business and 


states, effective with January is-| 


will be in effect. 
Magazines affected are Aeronau- 
Procurement, Applied Hy- 


Welding, Material Handling Engi- 
| neering, Material Handling Illus- 
‘trated, Modern Office Procedures, 


Welding Illustrated. 


Smith Joins Rogers Associates | 
Leonard B. Smith, formerly with | 
Lion-Hill Art Studio, has joined} 
James B. Rogers Associates, Balti- | 
more agency, as art director. 


Old Mother Hubbard 
“ ~ would lip 


y te 


en 


That little old cupboard dilemma of 
Ma's was nothing, really. 


Consider Joe Foy, now. He’s General Man- 
ager of Spartan Stores, Inc., of Grand 
Rapids. Behind him is his new 310,000 
square foot warehouse. When this picture 
was taken, all those acres and acres of cup- 
board had yet to be filled. 


Yet, once that’s done, Joe’s job is just bare- 
ly started. He’s got to turn right around 
and proceed to empty it — and then fill it 
again and empty it again — umpteen times 
a year, and do it year after year. 


eee er ew eee eee eee ewer eee 
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But, whereas Dame Hubbard contemplated 
her project with knitted brow, Joe ap- 
proaches his eagerly and with confidence. In 
the twelve years he’s been boss at Spartan, 
volume has increased 1,000%. It now 
grosses more than 60 million dollars a year. 
In all, Joe serves more than 500 stores all 
over Michigan. 


Joe is a modern grocery merchandiser, us- 
ing modern techniques. He says, “The sale 
of grocery products requires effective pre- 
selling in top-notch advertising media. We 
know WOOD and WOOD-TV can do this 
pre-selling job competently.” 


woo 
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WoOODIliand Center, Grand Rapids, Michigan 


WOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapids, 
Battle Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC. 


Your sales manager knows the importance 
of distribution in WOODland. Make certain 
that distribution is followed by sales. Keep 
a schedule on WOOD and/or WOOD-TV. 
Wherever you are, there is a Katz man to 
help you get it. 


WOOD-TV is first? Morning, noon, night, 
Monday through Sunday November '58 


ARB Grand Rapids 


WOOD-AM is firet7 Morning, noon, night, 
Monday through Sunday-April '58 Pulse 
Grand Rapids 


Everybody in Western Michigan is aWOOOwatcher 


AM 
TV 
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Advertising Age, December 29, 1958 


December Pages and Linage in Farm Publications 


ra Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Commercial Dis- | Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
-——Total Advertising, in Pagzs——, ———Total Advertising, in Lines———, in Lines -—Total Advertising, in Pages——. ———Total Advertising, in Lines in Lines 
- Dec. Dec. Jan.-Dec. Jan.-Dec. Dee. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. — Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. 
: 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 | 1957. 1958 1957 
General Farm Publications | Dairy & Livestock 
SAmerican Agriculturist (sm) 28.5 22.7 357.4 340.2 20,743 16,562 261,016 247,752 18,718 14,466 _ Breeder's Gazette (mon) ... 98 124 1744 175.3 4,219 5,314 75,268 78.606 3,699 4,390 
§Arizona Farmer-Ranchman (bw) 52.1 56.3 785.1 803.8 39,444 42,571 593,587 607,700 38,134 41,626 Better Farming Methods (mon) 10.6 15.9 325.8 381.0 4,528 6826 139,711 163,447 4,099 6,397 
Arkansas Farmer (mon) .... 122 10.0 176.7 180.9 9,121 7,539 133,564 136,813 8,558 6,932 | The Cattleman (mon) ...... 62.1 581 949.1 955.4 26,079 24,388 401,056 396,399 11,673 10,521 
§California Farmer: (bw) | §tCorn Belt Farm Dailies: (d) 
Northern Edition ...... 42.0 34.9 516.7 553.6 25,430 26,431 421,174 418,580 24,873 26,132 | Chicago Daily Drovers Jrni. 35.5 40.5 386.3 444.6 75,618 86,244 $22,042 946,189 43,595 54,152 
Southern Edition ... 40.9 32.2 540.0 516.8 24,770 24410 404,841 390,737 23,835 24,107 Kansas City Daily 
Average 2 Editions . 41.4 33.5 5283 535.2 25,100 25,420 413,007 404,658 24,354 25,119 | Drovers Telegram ...... 32.7 37.6 383.0 423.7 69,618 79,949 815,091 901,721 38,122 47,941 
Capper’s Farmer (mon) .. 231 321 5515 7100 9.910 13,800 236,609 304,610 9,121 12,866 | Omaha Daily Journal-Stockman 42.0 41.2 430.0 467.7 89,354 87.738 915.015 995.271 53.210 55,932 
Colorado Rancher & Farmer (sm) 18.0 14.2 342.7 373.7 13,625 10,766 259,502 283,148 10,559 8,722 | St. Louis Daily 
Dakota Farmer (sm) ...... 31.1 30.0 692.2 7026 24,388 23,418 542,717 550,860 23,446 22.048 | Livestock Reporter .... 22.9 28.9 277.3 314.2 48,831 61,426 590,165 668,786 33,009 45,908 
Electricity on the Farm (mon) 7.7 9.3 984 118.2 2,754 3,318 36,154 42,243 §Dairymen’s League News (bw) 16.1 129 181.5 175.4 11,610 9,401 132,166 127,724 10,966 8,955 
Farm & Ranch—Scuthern nie (mon) | Florida Cattleman (mon) ... 59.4 63.4 769.9 805.2 24,949 26,632 323,267 338,222 15,344 11,914 
Southeastern Edition 25.2 29.7 420.3 428.0 10,814 12,722 180,333 183,645 9,735 11,628 | Hcard’s Dairyman (sm) .... 39.8 36.7 676.6 637.9 29,008 26,745 492.582 464.406 23.137 21,002 
Southwestern Edition .. 241 29.7 4158 457.6 10,342 12,752 178.410 196,312 8,816 10,981 | {Livestock Breeder Journal (mon) 47.3 —— 843.9  —— 19,852 450,031 2,800 
Average 2 Editions . 24.8 29.7 418.6 441.6 10,630 12.734 179,583 189.485 9,376 11,156 National Hog Farmer (mon) 16.1 9.2 148.7 84.7 16,342 9,338 150,899 85,901 15,410 8,650 
Farm Journal; (mon) National Live Stock 
Central Edition 57.2 76.5 944.8 1,085.7 24,523 32,836 405,306 465,775 23,363 31,201 Producer (mon) ........ 17.0 108 1739 161.8 12351 7,887 126,604 117,757 12,326 7,862 
Eastern Edition 54.0 77.0 849.0 1,105.7 23,148 33,050 364,224 474.334 21,932 31,415 | Western Dairy Journal (mon) 45.5 26.5 468.7 413.0 19,520 11,397 200,674 177.256 7,679 7,560 
Southern Edition .... 48.3 72.9 743.2 1,039.9 20,735 31,265 318,812 446.121 19,575 29,630 Western Livestock Journal: (mon) 
H Western Edition ....... S12 77.0 879.3 11289 21.950 33.051 377,226 484,305 20,790 31,416 | Mts. & Plains Edition... 27.1 27.6 627.6 5148 12,611 11,813 269,298 220,870 3,047 5,047 
Average 4 Editions ... 52.7 75.9 854.1 1,090.1 22,589 32,551 366,392 467,634 21,415 30,916 | Pacific Slope Edition .... 65.4 38.7 1,100.2 1,027.3 28,055 16,643 472,026 440,863 6,520 9,474 
Farm Management (mon) .. 4.7 8.9 219.9 213.7 2,003 3,805 ego eo 2,003 3,805 | |||Westerm Livestock Reporter (w) 32.4 24.0 555.6 434.4 32,848 23,835 454,233 387,062 9,149 10,434 
tFarm Quarterly (q) ; —_ oo 215.2 204.8 —— 118.9 113.9 | We GE on casteane 432.5 323.3 7,114.4 5,590.8 229,362 170,818 3,555,639 2,870,789 114,883 103,251 
§The reser ph is Ke rs-ae's 64.9 645 949.8 933.6 50,857 50,603 744,654 731,912 44194 45,272 | § Not included in totals; figures shown are for November issues as December figures were not available as sis toons a gs 
Farmer-Stockman: (mon) press. ¢ Nineteen issues in November 1958; twenty issues in November 1957. rm merger i 
Oklahoma Edition =e op ey = pwd — ae men — Py Breeder-Stockman and Southern Livestock Journal; am with the July vd on ~ A ae cade eae wars 
Texas Edition . . . , , ’ . , , consolidated into one edition. ive j i : i i 
Average 2 Editions .... 197 227 3798 423.3 8.446 9,724 162,921 181,611 14,792 15,680 | Five leemes to Gecember 1908; four looms in December 1957. 
Georgia Farmer (mon) ..... 7.0 7.9 124.1 135.6 5,328 5,965 93.857 102,515 5,060 5,857 | . . é 
¢Indiana Farmer's Guide (mon) 9.2 111 1711 243.3 7,213 8,679 134,146 190,739 5,702 6,519 | F arm Linage Trend Figures in thousands 
lowa Farm & Home | 
Register (mon) ...... 91 7.6 223.1 221.8 9,158 7,619 223,144 221.859 8831 7,204 
§lowa Farm Bureau 
Spokesman (w) ......... 45.8 41.3 539.5 503.4 46,487 42,010 547,370 511,731 43,510 38.620 
§Kansas Farmer (sm) ...... 27.5 29.0 413.4 440.7 20,915 22,045 314,249 334,965 17,944 19,348 
Kentucky Farmer (mon) .. 11.6 14.1 238.2 251.4 9.038 11,044 186,732 197,137 7.790 10,105 
Michigan Farmer (sm) ..... 25.9 21.1 595.7 561.1 19,874 16,221 457,486 430,898 14,913 11.560 
Minnesota Farmer (mon) . 12.1 8.0 158.6 131.8 9,542 6,339 124.454 103,971 9,142 5,939 
Mississippi Farmer (mon) .. 8.0 6.1 116.0 132.3 6,031 4,643 87,633 100,033 5,651 4,360 
§Missouri Ruralist (sm) .. 26.4 31.6 450.6 519.7 20,090 24,020 342,462 394,993 17,349 20,705 
|||Montana Farmer-Stockman (sm) 28.0 27.9 669.3 674.3 21,190 21.067 506,002 509,796 16,811 15,530 
Nebraska Farmer (sm) .... 38.3 33.2 957.5 944.9 28,975 25.153 724,378 714.571 22,748 20,239 
§New England Homestead (sm) 25.7 29.5 450.7 368.3 17,995 20,668 315,451 257.815 13,911 15,969 
New Jersey Farm & 


Garden (mon) ......... 21.1 306 440.1 516.8 9,490 13,751 198,040 232,616 7,008 9,843 

New Mexico Farm & DAIRY & LIVESTOCK CANADIAN 

Ranch (mon) .......... 96 86 1705 1402 7,301 6,472 129,377 104,920 7.203 6,360 

Ohio Farmer (sm) ........ 25.8 21.4 6984 671.3 19,834 16,431 536.375 515.521 15,076 11,822 1958 1958 

§Pacific Northwest Farm Quad: (sm) 

The Idaho Farmer 29.2 27.6 438.9 411.3 -21,343 20,878 331,843 310,981 19,£61 19,393 NOV.| 319 | 

The Oregon Farmer ..... 26.0 27.3 405.9 373.3 19,656 20,610 306.859 282.241 18,304 19,265 \ 

The Utah Farmer ........ 30.8 30.1 424.9 424.7 23,314 22,772 321.220 321,102 20,901 20,518 ocr.[ 393 | 

The Washington Farmer .. 26.2 28.6 432.0 391.2 19,778 21,639 326,600 295.711 18,426 20,294 caae 

&Pennsylvania Farmer (sm). 31.8 41.4 506.6 483.8 24,436 31,821 389,044 371,549 21,439 27,975 

Prairie Farmer: (sm) NOV. 

+Hilinois Edition .. 42.9 37.6 1,065.5 1,032.2 31,218 27.357 775,686 751.428 22.743 20,353 

SIndiana Edition, .. 40.5 37.8 1,034.8 991.8 29,490 27,539 753,356 722,088 21,015 20.535 

Average 2 Editions ...... 41.7 37.7 1,050.2 1,012.0 30,354 27,448 764,521 736,758 21.879 20,444 

Progressive Farmer; (mon) Poultry 

SCarolina-Va. Edition ... 47.8 73.5 858.9 1,074.2 32.522 49,999 584.019 730,486 30,501 47,307 

=Ga.-Aia.-Fla. Edition 48.2 741 872.2 1,082.4 32,806 50,390 593.123 736,020 30,511 47,714 | American Poultry Journal: (mon) 

+Ky.-Tenn.-W. Va. Edition 47.7 69.2 811.0 1,002.6 32,419 47,042 551,513 681,798 30,767 44,830 Ego Producer Eastern Ed. 23.0 26.4 284.4 337.3 9,860 11,331 123,046 144,792 5,959 6,782 

=Miss.-La.-Ark. Edition . 7.7 719 818.0 1,015.9 32,444 48.881 556,271 690,835 30,518 46,554 Egg Producer Midwest Ed. 22.4 27.2 291.9 342.7 9,670 11,679 125,236 147,000 6,317 7,544 

=Texas Edition ........ . 50.2 75.1 846.8 1,059.6 34,143 51,049 575,832 720,505 31.359 46,628 Egg Producer Southern Ed. 25.2 27.1 301.7 346.6 10,800 11,633 129,499 148,677 6,245 7,295 

Average 5 Editions ...... 48.3 728 841.4 1,047.0 32,867 49,472 572.152 711,929 30.731 46,607 | £00 Producer Pacific Ed. 20.7 24.2 264.3 331.9 8,968 10,368 122,055 142,516 5.199 6,791 
§*Rural New-Yorker: (sm) Broiler Producer Edition 65 —_— 52.5 — 6,105 21,583 6,007 

New York-New Eng. Edition 225 —— 1255 —— 17,612 98,211 14,409 #Turkey Producer Edition 62 —— 434 —— 2,655 18,599 2,592 

Penn.std-Delmeren Ed. . a 115.6 — 15,764 90.644 12.829 Average 6 Editions (or 4) 15.2 25.9 78.2 338.9 6,370 11,121 33,375 145,091 4,393 7,200 
canara Pater (use) .... 240 352 2043. 2726 9816 10673 171009 190908 9618 9,003 Broiler Srowing (mon) .... 33.2 30.6 423.0 447.7 14,243 13,126 181,462 192,080 11,094 10,691 

uccessful Farming (mon) .. 46.2 5. 847. 968.5 20, 4, . 435, y \ weryaonys reunry 
a 2 ° 09 24555 381,128 495,812 20,511 23 edt Magazine (mon) ........ 35.0 30.6 3615 342.5 15,030 13,150 155,073 146,977 8627 6,339 i 
Homemaker (mon) ...... 10.6 10.4 172.4 161.8 8.313 8.115 135,186 126,290 7,211 7,356 | §Georgia Poultry Times (w) 29.8 23.8 275.9 235.4 32,920 28,452 348,550 304,784 29,728 25,170 

Texas Ranch & Farmer (mon) 5.7 86 145.2 1588 5,670 8,582 145,194 158,716 5,012 7,924 | °#The Poultryman: (w) ) 
Wallaces’ Farmer (sm) .... 46.6 40.4 1,042.4 1,040.8 36,517 31,703 817,244 816,105 31,355 26,806 National Edition ........ 13.2 149 170.9 194.7 14,289 16,209 185,427 211,265 5,303 8,318 ‘ 
Sande See Parmer: (a) New England Edition .... 17.3 19.3 209.6 239.8 18,819 20,906 227,515 260,187 7.855 11,293 k 
Kansas Edition ........ 11.6 10.0 179.2 157.4 28,557 24,420 441,580 387,928 17,212 14,536 New Jersey Edition ...... 23.4 29.9 293.6 352.9 25,405 32,527 318,566 382,979 11,268 17,890 
en on --iaai 128 18S 1863 1631 30768 25304 Q0pODR 06804 18806 14571 Dixie Edition .......... 135 16.4 177.3 202.5 14,583 17,838 192,299 219,713 5,303 9,793 f 
Okla.-Ark. Edition 10.2 87 157.6 1446 25,204 21,499 388,283 356,375 15,466 13,242 | Poultry Tribune: (mon) ; 
Average 3 Editions ...... 114 97 1743 155.7 28,170 23,768 429,654 383,716 17,088 14,116 #Eastern Edition ...... 35.2 328 441.7 455.4 15,122 14,059 189,495 195,347 8,075 7,944 ; ‘ 
wetting Rats Lins tom) |: Midwest Edition ...... 32.2 34.6 426.7 456.9 13.831 14,848 183,071 196.030 8,048 10,126 : 
Regular Edition ...... 17.6 135 3229 317.5 13,805 10,652 253,222 248,997 10,798 8,104 | Southeast Edition ...... 37.6 37.5 482.5 500.6 16,142 16,079 206,989 214,764 8,359 9,598 5 
[Colorado Edition ...... 20.1 186 4323 413.8 15,816 14.604 338,955 324.491 12,809 11.764 | Southwest Edition .... 361 343 4448 462.8 15.492 14,733 190,832 198,532 8,634 9,177 
tin... 188 161 3776 3656 14810 12628 296083 286744 11803 9.934 Pacific Edition ....... 63.2 38.3 531.7 515.5 27,131 16,431 228,106 221,135 9,215 8,928 : 
Wisconsin Agriculturist. & Average 5 Editions ...... 40.9 35.5 465.5 478.2 17,544 15,230 199,700 205,160 8467 9,155 

—~ocelie- ~ Ganache alia 29.6 25.6 748.6 729.6 23,196 20,064 586.930 572,093 21,988 19,382 | Twtey World (mon) ...... 57.2 61.0 556.2 601.0 24,519 26,149 238,624 257,837 11,647 13,625 
Wyoming Stockman-Farmer (mon) 29.3 29.1 470.4 462.8 22,988 22,162 362,736 349,762 18,011 17,535 Total Group ............ 181.5 183.6 1,884.4 2,208.3 77,706 78,776 808,234 947,145 44228 47,010 

Total Group ....... .... 662.4 713.6 13,781.7 14,628.9 440,590 455,674 9,258,509 9,661,740 385,683 401,514 | # Not included in totals. + Commenced publication with the September 1958 issue. § Not included ia totals; figures 

shown are for November issues as December figures were not available as this issue went to press. t Four issues in Novem- ‘ : 


ber 1958; five issues in November 1957. 


§ Not included in totals; figures shown are for November issues as December figures were not available as this issue went to 
press. 2 Not included in totals. t Published quarterly in March, June, September and December; cumulative figures shown are | 
| 


for March, June and September issues. {| Became a monthly with the April 1958 issue; beginning with the January 1959 issue 


this publication will change its name to Indiana Farmer. * Four issues in November 1958; two issues in November 1957. Fruit & Vegetable i) 
Not included in totals, December figures arrived too late to be included in the totaling of this group. | American Fruit Grower (mon) 15.4 18.1 347.3 316.8 6625 7,803 150,015 136.866 6,323 7,504 
; | Amcrican Vegetable Grower (mon) 14.3 22.5 316.4 287.9 6,180 9,737 136,681 124,380 5,935 9.647 
Farm Organizations & Education California Citrograph (mon) 17.4 22.5 251.2 272.2 11,704 15,106 168,798 183,868 11,438 14,770 , 
' Florida Grower & Rancher (mon) 36.0 44.0 325.5 340.1 12,957 16,419 224,569 231,019 11,383 15,027 
t Agricultural Leaders Vegetable ge vee y 
een, Weer nena? 22° ms 165 47,998 55,299 1 16.3 123 384 324 6826 5,166 16,128 13,608 6,714 5,124 
Monthly (mon) ......... 10.2 103 1549 156.4 7,728 7,805 116,988 118,168 7,322 7,224 Western Fruit Grower (on a a 
cooperative Bie tones a5 340 FS eee Ses Ste 6STT  SAseN S088 1'376 Total Group ............ 1216 141.1 1603.0 15785 53.616 48.239 832,355 827.975 51.117 61.186 
ounty Agent & Vo-Ag | 
Teacher (mon) ......... 11.5 13.8 308.0 298.4 4,921 5,909 132,376 127,703 4,921 5,909 —Total Advertising, in Pages. ———Total Advertising, in Lines ——, 
Michigan Farm News (mon) . 1.3 2.3 29.2 25.2 3,147 6611 69,061 61,050 2,625 6,083 Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nuv. Nov, Nov 
Missouri Farmer (mon) .... 11.3 10.7 161.3 1348 4,761 4,472 67,723 79,873 4,092 3,755 1958 1957 1958 1957 1958 1957 1958 1957 1958 = 1957 
National 4-H News (mon) 44.1 45.3 239.8 255.5 18,417 19,049 100,703 107,297 18,417 19,049 , 
Nation’s Agriculture (mon) 89 98 995 846 4,027 4,432 44,795 38,049 Canadian (November) ; 
- ba ape yn —e 84 82 1264 129.8 3,759 3,675 56,871 58,414 Country Guide (mon) 35.1 35.4 404.9 405.4 25,333 25,498 291,555 291,912 —_— t 
ashington Grange News: (sm ae etme ee Cee ‘ F 5 z ¢ $ : ‘ 
East Edition ........... 128 10.8 41.6 33.6 13,884 11,764 45,192 36,572 13,587 1n.4gg | family Herald (w) ........ S24 “S25 (GDS E522 TOLIS OO.262 859,412 SILAS 66,695 99,891 | 
Average 2 Editions... 123 106 398 322 15433 111490 43.257 35,048 15136 11-224 | p,canadian Countryman (sm) 34.6 39.9 470.4 475.4 24,224 27,939 329,292 332,755 19,994 22,205 
Ce geet ee. «So ee. oe er. . u ’ rie Farmer (w i , 3 ,070. 
Total Group ............ 104.0 1038 1,318.5 1,293.0 50,225 52,341 674,232 678,241 40,842 43,396 | Le Bulletin des a Se ae ee, ee SOO 
+ Cumulative figures shown are for combined November-December issue. § Not included in totals; figures shown are for | Aoriculteurs (mon) ...... 58.3 61.0 582.1 591.3 40,870 42,691 416,992 451,781 40,870 42,691 
November issues as December figures were not available as this issue went to press. Commenced publishing secticnal | Western Producer (w) ...... 50.2 47.5 622.5 570.4 53,753 50,836 666,049 610,378 34,319 31,938 ; 
editions with the September 1958 issue, | Total Group ............ BIT 3555 F9665 F9IS1 519,405 518,967 3,300,287 3,622,173 206,446 DOO 770 ; 
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Advertising Age, December 29, 1958 


Campbell Soup Will | 
Renew Cracker Tie-in | 
Drive in 4 Media | 


Campen, N. J., Dec. 23—Camp-| 
bell Soup Co. will support a repeat | 
in mid-January of its major na- 
tional promotion of tie-in cen 
“Soup ‘N’ Crackers,” with the | 
most extensive advertising put be-| 
hind this merchandising idea to| 
date. 

Included are full-color page ads 
in Ladies’ Home Journal, Look, 
Parents’ Magazine, Reader’s Di-| 
gest, and The Saturday Evening | 
Post plus Sunday newspaper sup-| 
plements. 

On television the promotion will | 
be carried on three network CBS! 
tv shows, “Lassie,” the Donna 
Reed show, and the Peter Lind 
Hayes show. In addition, a heavy | 


program of radio spot announce-| WBBM Boosts Hollembaek | 


ments is scheduled for February | 
in major markets throughout the! 
nation. Campbell’s tomato 
chicken noodle are the featured 
soups. | 


® Point of sale display material | 
will be available for retailers, in-| 
cluding a 21%x27” corrugated 
mounted pole display card, adapt- 
able for use over vertical soup) 
sections or over mass displays of 
soup and crackers. 

Batten, Barton, Durstine & Os-| 
born is the agency. + 


7th Annual ‘Bacon's Publicity | 
Checker’ Published 


Bacon’s Clipping Bureau, 14 E.| 
Jackson Blvd., Chicago, has pub-| 
lished the seventh annual edition 
of “Bacon’s Publicity Checker,’ | 
a listing of 3,431 publications that | 
use publicity. Two new features of | 
the guide are a new coding bullet: 
which shows whether or not a) 
publication makes a charge for | 
engravings and aé_ coding star | 
showing listings which have been | 
changed from the previous edition. 
Price is $18. 


‘Lite’ Promotes Three 

Ralph S. Gallagher, formerly 
assistant to the marketing man- 
ager of Life, New York, has been 
promoted to marketing manager, 
succeeding Charles W. D. Hanson, 
who has been named advertising 
sales manager. Life also has named 
David Burnes, formerly a field 
representative, building products 
merchandising manager, and) 
Sampson Bowers, a member of | 
the merchandising staff, model 
home and hardware merchandis- 
ing manager. 


Hutchinson Adds Naas Foods | 

Charles P. Hutchinson Inc.,| 
Boston, has been appointed to) 
handle advertising and merchan-| 
dising throughout New England | 
for Vegamato, a vegetable juice | 
cocktail, and Sauce Arturo, an all- 
purpose sauce, products of Naas 
Foods Inc., Portland, Ind. Western 
Advertising Agency, Chicago, cur- 
rently handles advertising in the 
rest of the country except for New 
York City. The entire account is 
estimated at less than $100,000 in 
billings. 


Greyhound Buys 2 Specs 

Greyhound Corp., Chicago, 
through Grey Advertising Agency, 
will sponsor two Jack Benny hour 
spectaculars on CBS-TV March 18 
and May 23. CBS’s gain is NBC- 
TV’s loss; the company has can- 
celed its alternate-week half hour 
on the “Steve Allen Show” as of 
March 1. The agency is shopping 
for another regular series for Grey- 
hound. 


Cobra Pipe Names Agency 
Cobra Pipe Supply & Coil Co.,| 
Elmwood, Conn., has named Tay- 
lor & Greenough Co., Wethersfield, 
Conn., as its advertising and pub- 
lic relations agency. 


27 


in newspapers. Further promotion 


| Alcoa Sets Wrap Drive 


Aluminum Co. of America will, Will be given on “Alcoa Theatre 
break ads in late January for a con- Se te and Seange : a oy 

| test promoting Alcoa Wrap. Prizes) (ABC-TV). Ketchum, MacLeoc 
Grove, Pittsburgh, is the agency. 


|totaling $200,000, including 20 
Rambler station wagons, will be 
awarded for the best statement on 
“Why I Like Alcoa Wrap.” Prizes 
also will be awarded to dealers. 
Color ads will run in Life, Read- 
,er’s Digest and 10 Sunday supple- 
|ments, and two-color ads will run 


Pilot Radio Names Marwell 
Pilot Radio Corp., Long Island 
City, N.Y., has named Marwell 
Advertising, New York, to handle 
its advertising. The company 
makes high fidelity components. 


RERUN WITH ACCOLALE—Atlantic Refining Co. has dec:ded to rerun its 
1957 winter scene poster in its 19-state distribution area from New 
England to Florida and as far west as Ohio. The poster was judged 
the best poster of 1957 in the annual competition sponsored by the 

Art Directors Club of New York. N. W. Ayer & Son is the agency. 


named sales promotion manager of | joined A. C. Nielsen Co. (AA, Dec. 
red| WBBM, Chicago. Formerly assist-| 22). 


ant sales promotion manager, he 


Loren R. Hollembaek has been| succeeds Don Young, who has 
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KENTUCKY ©. ‘ 
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CAROLINA 


| ASHEVILLE market 
in the rich 
southeast 


TENNESSEE. 


SPARTANBURG 
a - GREENVILLE og 


7 


: | . stretching across — 
— GEORGIA ; 
se | , 
— counties 
Le } 

) CAROLINA 

| 62 « | 
ss in six states: 
& : : 


With retail sales of $1,848,670,000*, 
the Carolina Triad is a “must buy” for 
any top TV schedule! 


WLOS-TV 


The towering new force 
in Southeastern TV! 


*Survey of Buying Power—Sales Management—May 1958 
tNCS #3—All TV Homes 


WLOS-TV 


Unduplicated ABC in 
Asheville °¢ Greenville 
Spartanburg 


s 


PRIMARY ABC 


The new WLOS-TV delivers the only 
|  unduplicated VHF network service to 
7 the entire Carolina Triad! Only WLOS- 
TV can deliver you complete coverage 
of this rich triad—425,360 TV homes 
in 62 counties of six states. 


6,089 feet above sea level 
atop Mt. Pisgah. Represented by Peters, Griffin, Woodward, Ine. 


Southeastern Representative: James S. Ayers Co, 
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@ No other magazine 
provides such concentrated 
management coverage 


@ Nowhere else 
can you tell your 
story to 
management as 
frequently, or 

as completely, 

with such economy 
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and Modern Indaustry 


She magagine of, Heuilerds 


reyes 99 Church St., Digby 9-3300 
PHILADELPHIA ... 3 Penn Center Plaza, LOcust 8-3500 


CHICAGO ...... 300 West Adams St., RAndolph 6-8340 
CLEVELAND ........ 629 Terminal Tower, TOwer 1-3520 
DETROIT ...... 1100 Cadillac Tower, WOodward 1-3764 
PITTSBURGH .... 2515 Centre Avenue, MUseum 3-1800 
LOS ANGELES ....... 610 S. Main St., MAdison 2-2141 


ATLANTA .. . 1722 Rhodes-Haverty Bidg., JAckson 2-8113 


... AND MEN WHO ARE GOING TO BE 
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MR. RUDOMINER MR. KRAMER 


Say: 


Rayco Manufacturing 
Co., Inc. 


BERNARD KRAMER 
Vice-President and 


JULES RUDOMINER was general manager of Stewart 
Brooks, a chain of ladies’ shoe stores, before joining 
the Rayco Manufacturing Co. in 1949. His merchan- 
dising background has helped him play a key role in 
the consistent growth of Rayco’s franchised-store 
operation, now totaling 150 outlets across the country. 
In 1953, Mr. Rudominer was named a vice-president 
of Rayco, where his duties include directing work on 
the firm’s account done by its agency, the Emil Mogul 
Co. A native of New Jersey, Mr. Rudominer attended 
Rutgers University. 


BERNARD KRAMER, with 24 years of advertising ex- 
perience to his credit, became a vice-president of the 
Emil Mogul Co. early in 1958. He started with the 
Mogul agency in 1956, after almost a decade as head 
of his own New York agency. Born in Heilbron, South 
Africa, Mr. Kramer came to the United States as a 
youth and attended both Johns Hopkins and New 
York universities. When not concerned with guiding 
the Mogul company’s creative efforts for Rayco, he 
devotes some of his time to PTA activities in Rockville 
Centre, Long Island. 


“We agree that Ad Age is invaluable...” 


“In this complex business, Advertising 

JULES RUDOMINER Age does an authoritative job of bring- 
Vice-President ing the wide, wide picture of advertis- 
ing and marketing into sharp focus. 
Whether it's a controversial new idea, 
straight news reporting, or thought- 
provoking interpretation, we agree Ad 
Rayco Account Supervisor Age is an invaluable aid in keeping us 
Set Hagan. Se. abreast of significant developments in 


the field.” 


* 


impotteut to impotteut people 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 


460 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 
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Advertising Age 


Feature Section 


More from Weiss on Vending Machines 
The C.M. Hears a Refreshing Note 
Neff Finds Year's Peeled Eye-tem 


More Good Writing: Woolf's Plea 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising ... 


THE NATIONAL NEWSPAPER OF MARKETING 


Let's Have More Good Writing 


By James D. Woolf 
Creative Consultant 

In this column I have always main- 
tained that, in advertising, matter is more 
important than manner; that, in other 
words, what the writer says (the believ- 
able benefits he promises) is more per- 
suasive than the way 
he says it. 

But nothing I have 
said in this respect was 
meant to uphold the 
trite and the cliché in 
writing. I have never 
intimated that good 
writing does not count 
heavily as an element 
of interest and persua- 
sion. 

I was thinking of this when my eyes 
fell upon an article, “Trite and Found 
Wanting,” in the Dec. 1 issue of ADVERTIS- 
inc AcE. The anonymous author, “Disap- 
pointed Adman,”’ quotes more than two- 
score examples of what he calls “tired 
tripe,” all from a single issue of a lead- 
ing trade magazine. He could just as read- 
ily have found his examples in any of the 
top-flight consumer magazines. 


ds deisatet 


James D. Woolf 


s In my library of textbooks on adver- 
tising, which is quite extensive, I find no 


Agencies Ask Us... 


book which deals with the subject of good 
writing. And I know of no university ad- 
vertising course that deals with it ade- 
quately. 

Perhaps the power to write with grace 
and skill is not communicable. I don’t 
know. But I do think that students of copy 
(and we old pros, too) should be taught 
assiduously to shun the terribly hack- 
neyed and the trite. 

I should like to see the advertising trade 
press, including AA, give some attention 
to the art of writing. 

I am not talking about good writing for 
writing’s sake. I am not talking about copy 
as an immortal art. I am talking about 
effective persuasion, about putting the 
right words together in the right way to 
secure maximum results in interest and 
credibility and action. 

I know at least one writer who will 
understand what I am talking about. His 
name is David Ogilvy. + 


* * boa 


Mr. Woolf’s articles are available in a 
handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


Ownership Breakdown for New Agency 


By Kenneth Groesbeck 


“If, in setting up a new agency cor- 
poration,” writes an Illinois agency, “one 
party puts up $100,000 in cash, and an- 
other party $5,000,000 in billing, what 
percentage of no-par value common stock 
would each be entitled 
to? The _ individual 
controlling the billing 
would be very active in 
servicing and holding 
the business and in 
the management of the 
corporation, Fi- 
nally, what is your es- 
timate of the minimum 
capital necessary for a 
business of the above 
size?” 

Control of billing is of far greater im- 
portance than capital. It would seem 
that anyone controlling five millions in 
accounts could easily go to the bank and 
borrow practically all he needed to fi- 
nance and operate a business of this size, 
on which the gross income per year is 
anywhere from $750,000 to $1,000,000. 
With the proper organization of about 
60 people, this operation should show a 
net before taxes of easily $150,000 per 
annum. 

The amount of capital needed would 
approximate one month’s billing, or about 
$415,000, if we follow the usual formula. 


Kenneth Groesbeck 


However, we shall not need so much on 
a business of this size, provided the credit 
is impeccable, or the agency operates on 
getting its money before it is liable for 
it. Chances are, on this sort of billing, 
that the usual, dangerous, agency credit 
extensions will prevail, with money 
coming in only before it has to be paid 
out. However, I certainly would not want 
to operate a business of this size on less 
than $200,000 in the bank 


# Now assuming that the business-con- 
trolling partner prefers to get his money 
from an individual, up to $100,000 of 
what he will require. How much stock 
should the money man receive for this 
financial contribution only? According to 
your letter, he has no other function in 
the operation. He is, as it were, a silent 
partner. 

Now, to answer your question, let us 
work backward from the breakdown of 
the projected $150,000 in yearly profits. 
Theoretically, we should split this three 
ways: $50,000 to building up working 
capital (om this we pay federal taxes) ; 
$50,000 to} profit sharing of all in the 
organization except the partners; the fi- 
nal $50,000 to be divided among the own- 
ers of the business. 

If we issue 100,000 shares and pay 


yearly 50¢, that will utilize our $50,000 
to be split between the owners. If we 


figure to pay as we might on preferred 


stock, our money man will get 8% for 
his $100,000 investment if we issue him 
16,000 shares, the other 84,000 shares go- 
ing to the individual who controls this 
sizable billing. This will give the latter 
an income of $42,000, which is by no 
means out of line. 


s On a 6% basis, stock paying 50¢ is 
worth $8 per share. 100,000 shares give 
us a total valuation for the business of 
$800,000. Add your $100,000 working cap- 
ital contributed by the money man and 
you come to $900,000. Check this against 
the usual method of estimating agency 
worth—six times the annual earnings after 
taxes plus net quick assets will give you 
close to $900,000. So we are not too far 
off. 

The division between the two partners 
will change, of course, if the man who is 
putting up the cash is planning to be ac- 
tive in the business management. That, 
however, is another story. 


From Wisconsin comes a constantly re- 
curring request: “How do we go about re- 
ceiving recognition, and do you have the 
proper forms we may use?” 


There is no mystery about “recogni- 
tion,” nor, since Uncle Sam told the ad- 
vertising business to behave, is there 
anything sinister about its withholding. 
Recognition of agencies by media, these 
days, is nothing more than an admission, 
by a purveyor of space or time, that the 
agency has some business to place, and 
that it is likely to pay for its placement. 

No forms are necessary. As fast as you 
know where you are planning to place 
your advertising, write the media in- 
volved stating that you are an agency 
about to place business with them, and 
enclose your financial statement. 

If the business is reasonably large and 
of a desirable type, and if your statement 


shows you are financially reliable, you will 
be placed on a credit basis at once. If your 
statement is inadequate, or if your fi- 
nances are still in an embryo state, or if 
your cash balance is unduly slim, you 
wili be “recognized” as an agency and al- 
lowed to take your 15% discount, but 
you will be obliged to send cash with or- 
der. 


® Agencies should remember that when 
they deal with a medium, they take on 
the sole responsibility for payment. The 
client is not involved in any way, unless 
a special arrangement is indicated in the 
agency’s order. That is why media have 
to be satisfied of the agency’s financial 
soundness. While media may go through 
some gestures of wishing to be convinced 
of the agency’s creative abilities, prima- 
rily what they want to know is, “Have 
you got good business to place, and can 
you discount your bills?” 
Misunderstanding still persists on the 
function performed, in recognition of 
agencies, of the various publication asso- 
ciations. Existing, as they do, for the pro- 
tection and assistance of their members, 
such associations will examine agency 
reports and prospectuses, and report to 
their membership on their findings. They 
do not extend recognition, or withold it. 
Recognition, and its attendant franchise 
and privileges, is extended only by the 
organization which sells its space or time 
and wants to be sure it will be paid for it. 


# In radio and television, the National 
Assn. of Broadcasters, Washington, D. C., 
serves member stations with investiga- 
tions of agency statements and recom- 
mendations as to probable stability of the 
applicant. In these fields the Television 
Bureau of Advertising and the Radio Ad- 
vertising Bureau function primarily in 
the promotion of their respective media. 
The situation is somewhat different, 


CONGER REYNOLDS—pioneer practi- 
tioner of public relations and for 26 years 
director of pr for Standard Oil Co. (Indi- 
ana)? 

Mr. Reynolds, who started as a reporter 
on the Des Moines Register and Leader 
and was managing ed- 
itor of the Paris edition 
of the Chicago Tribune 
after World War I, 
joined Standard Oil in 
1929. In the earlv ’30s 
he helped found one of 
the first pr _ societies, 
the Public Relations 
Clinic in Chicago, with 
12 members. 

Mr. Reynolds retired 
from Standard Oil three years ago, but 
not for a life of leisure. Like various other 
retired pr and advertising men, he en- 
tered government service: he became chief 
of the office of private cooperation of the 
U. S. Information Agency, Washington. 


Conger Reynolds 


What They're Doing Today 


WHAT'S BECOME OF ... 


Today he remains on the job, and is par- 
ticularly active with “people-to-people 
committees,” totaling 39 and organized 
privately to support the international in- 
formation program. For example: 


s USIA learned that the government of 
Sudan needed books in English—7,000 of 
them, for a library. Mr. Reynolds got in 
touch with Frederic Ecker Jr., presi- 
dent of Metropolitan Life and chairman 
of the insurance industry’s people-to-peo- 
ple committee. A drive conducted by Mr. 
Ecker at Metropolitan collected 16,000 
books, which were reviewed by librarians 
and okayed as good books. 

Mr. Reynolds arranged to ship 9,000 of 
the books to the Sudan coast via Navy 
ship, and from the coast to Khartoum, 
Sudan, by Military Air Transport Service 
flights (all regularly scheduled flights, 
involving no extra expense to taxpayers) . 
The surplus 7,000 books went by Navy 
ship to Greece. = 
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then, from that in the publication field, 
where the Magazine Publishers Assn., the 
Agricultural Publishers’ Assn., and the 
Associated Business Papers, for example, 
function both in promotion of the medi- 
um and in examination of agencies plan- 
ning to use it. 

In the case of radio and television, rec- 
ognition comes from the individual sta- 
tion involved, even if it is a company 
owned station. Where the agency wishes 
to buy network programs, it would deal 
with the network division of the broad- 
casting company; where it wishes to buy 
spots, with the station division. In each 
such case the credit would be extended, 
or its terms set, not by the individual sta- 
tions involved, but by the chain of which 
it is a part. 


® Newly born or projected agencies 
should remember that media are just as 


anxious to extend recognition to those 
worthy of it.as are the agencies to receive 
it. So when you know in what fields you 
plan to operate, get on the phone with 
the space or time sellers you plan to use, 
and they will give you all the informa- 
tion you need as to your procedure. 


# One last word as to recognition. You 
have to be financially sound to receive it, 
and you must remain solvent and able to 
discount your bills in order to retain it. 
That is why associations request yearly 
financial statements from agencies to 
whom their members are extending cred- 
it. Don’t get sore, then, if you are asked 
to provide proofs of your continuing sol- 
vency. Things change so fast in this busi- 
ness that the utmost vigilance is required 
to avoid credit losses, which, in the case 
of media and agencies, can run into large 
figures in a short time. + 


On the Merchandising Front... 


Vending Machines to Get Into 
Higher Price Lines 


By E. B. Weiss 


It must be well over six years ago that 
I wrote my automation series for AA. And 
that reminds me of one of my many fail- 
ings; a tendency to be somewhat prema- 
ture in my time reckoning of pending sci- 
entific changes. 

In any event, in that 
automation series one 
of my bolder predic- 
tions was that the elec- 
tronic scanner, which 
is an integral part of 
many automation de- 
vices, would some day 
be applied to the auto- 
matic vending ma- 
chine. It was my 
thought, at that time, that such an elec- 
tronic scanner would permit a vending 
machine to accept paper money—and that 
this would mark a real break-through by 
these automatic vendors. 

It was also my thought, at that time, 
that this break-through in automatic 
vending would occur pretty soon. I be- 
lieve, if I had been pinned down to a 
year, I would have ventured to say that 
vending machines that give change for 
paper money would be selling by the 
thousands in 1958. 


E. B. Weiss 


s Well—we have yet to find a paper- 
money automatic vendor. Apparently in 
1958 there were still wrinkles to be 
ironed out in such a device. But late in 
1958, at an automatic vending trade 
show, several manufacturers of automat- 
ic vendors displayed and demonstrated 
laboratory models that actually accepted 
paper money, punched out a token sale, 
and made change. 

These devices, in their present stage, 
will reject counterfeit bills including 
some pretty remarkable counterfeits; 
will reject bills for denominations other 
than that for which the machine is set; 
will refuse foreign bills; will accept bills 
that are worn, old, dirty, greasy, torn 
and wrinkled. They have been field- 
tested in busy spots and it may be that 
regular models will be on the market 
shortly after this column appears; al- 
though this may be E.B.W.’s_ wide- 
eyed optimism at work again. 

In any event, there is now little doubt 
that the electronic scanner will soon— 
perhaps in 1959 or 1960—be at work 
scanning paper money in automatic 
vending devices. And, when this comes 
about, the automatic vendor will leap 
ahead in its retail uses. 


# For many years I have written about 
the coming age of robot retailing. I 


could claim prophetic insight to this ex- 
tent: mass retailing, today, is certainly 
robot. 

However, in my mind’s eye I was 
contemplating an era of mechanical and 
then electronic retailing and, indeed, I 
projected some potential developments 
of this kind both in my AA series on 
automation and in a deep study on 
electronic communications published 
subsequently by Doyle Dane Bernbach 
(copies of the latter study are still avail- 
able on request). 

With the advent of a device that will 
accept paper money I think the age of 
robot retailing will be ushered in. This 
does not necessarily mean an age of 
vending machine retailing, although the 
vending machine will leap ahead—as I 
have already remarked—and will also ap- 
pear in forms far more advanced than 
any now on the drawing boards. 


s But I foresee an era in which re- 
tailing will really pass on to the pub- 
lic the economies of the pre-sold brand 
(including the large retailer’s own pre- 
sold brand) by cracking through its 
present high margin requirements 
through the use of mechanical-electronic 
techniques. Again I must confess that 
I’ve been foreseeing this era for one 
heck of a long time. True, it has begun 
to put in an appearance in retail ware- 
houses—but it is still a gleam in my eye 
insofar as retail floor operation is con- 
cerned. 

However, it must come. It must come 
because mass retailing, today, is high- 
cost retailing. And mass retailing must, 
as it was originally, become low-cost, 
low-margin retailing. 


s This can’t be done as long as retailing 
depends primarily on manual labor, in- 
cluding its floof operation. I’ve said it 
before, and I’ll say it again, retailing 
must go mechanical-electronic on the 
retail floor, as well as back in the ware- 
house. 

I think the vending machine that ac- 
cepts paper money through electronic 
scanning devices will spark this great 
development. Maybe 1959 or 1960 will, 
therefore, be the year. 

I might add that if Clarence Saunders, 
who really pioneered self-service and 
whose Piggly-Wiggly is (in my opinion) 
as much entitled to Smithsonian recog- 
nition as Henry Ford’s Model T, had 
lived a few years longer, he might have 
succeeded in perfecting his _ ill-fated 
Keedoozle—one of the first, and perhaps 
really the only, attempts to achieve true 
robot retailing via mechanics. 


Advertising Age, December 29, 1958 


The Creative Man‘s Corner... 


makes it possible to convey them. 


A Refreshing Note 


“Gee, Daddy, they sure are hungry!” being paren in 
the park « a Sunday afterneon ritual all over America. Por Dud, tne vorfui. Pick up a couple of White Ow! cxgars next ime you're down 


picture's not complete without his White Owl. A fine cigar at « reanark- 


WHITE OWL="TME CIGAR THAT DADDY SMOKES” 


We feel that advertising should be looked upon pretty much as good report- 
ing. It should not attempt to convey more than it has found—or less. It should 
stick to the facts. But these it should convey as vividly as the skill of the writer 


This White Owl advertiseme..t, we feel, reports well. It is simple, direct. 
It is replete with human interest—not just in the main illustration but in the 
wonderfully evocative picture of the tiny hand wearing the cigar band. 

Frankly, we find this much more inducive to our smoking a White Ow! than 
most of the ads telling us how enjoyable a particular brand of cigar promises 
to be. Actually, the occasion frequently adds as much to the enjoyment of a 
cigar—or of any smoke—as the quality of the tobacco. 


This, in our opinion, is a refreshing new note in cigar advertising. + 


ably low price. Stili only ten cents each. Even-burning. Cool. Pla- 


at the corner store. Mild? Same old-timers think they're too mild! 


Dg 


However, the great area for low- 
margin retailing is not in mechanics, but 
in electronics. And that’s why the 
electronic scanner in automatic vendors 
put me right back into optimistic pro- 
phetic high gear. 


Employe Communications ... 


Well, anyhow, I do believe my pro- 
phetic batting average in the realm of 
merchandising has been somewhat high- 
er than that of our economists in the 
realm of economics. But come to think 
of it, that’s a pretty poor kind of boast! + 


Corridor Comment on the Year Ahead 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate their 
own organization in employe rela- 
tions.) 


Each year the National Assn. of Man- 
ufacturers holds its midwinter manage- 
ment conclave at the Waldorf in New 
York City. The pattern of the discussions 
can generally be anticipated well in ad- 
vance because business men at high levels 
tend to think alike. A crystal-gazer seek- 
ing clients among the NAM membership 
would find few interested prospects. 

The NAM, however, has done some 


rather deft ball-carrying for the cause of 
free enterprise in 1958, and the resolute 
and fairly new attitude on the part of 
the largest of the manufacturers’ groups 
appears to be esteemed among the dele- 
gates who talk things over in the Waldorf 
corridors. This is actually where sne gets 
the true views of the NAM membership. 


s Although it cannot be dignified by the 
label of survey, here are a few of the 
more popular reactions of the NAM mem- 
bership to the status quo. These were 


_ gleaned in 30 or 40 casual corridor con- 


versations, and they represent a fair ap- 


sort lh a eT Ee, et ea oy © 2 eae . 2 j " " £5 Hy ae So Z : oe eae abe a ie. teas ie, aS 
tr ae ~ i Boe, Jcpcgeleityn re 1 ST” el aoa or come . Pa Mage ay Oana: eget he er een Ne Enea Fa o> aos Bees | Pia te 4 teen Seg er, SIS ie aS Sea — ee ; skp aes te Bae 4 a : 
vo. = or) ES ia + eee” oe <i ue eagle. is ee ELS ee i Si ree ee Baye : ee a . ne Rs i 2 3 ee, _ a Peet. - ul Se oy : ee Wate Si Be ae a 
oe By Tic ean: aes Pe Aiea Ms: ee SA eee wre aetna. : parted ite es ; * ey of ; e a Pn, “a ‘ tee a sich 
re y int are Dae sy oe 3 ay ae it 22 tis ies oa ee Ay ot aire ea ee - : " oe Nees Tees ae X dig Mi ag ate 3 =a ad. be ; : 
a " ws: ee ot sii aa e os ExT nee ees =. ae ety ee nee eee eee aig She : is ‘ike a ! ae ‘ Pe bos at oe” 3 ees a 48 ag, Pere & * x 
; eae 5 os ae a i ; as , ’ ; . “3 : - : ‘ z 
Sats r ee 
ae 
ee ; | 
ES ; 
ioe? ‘ 
ues 
aa ‘ 
socks 
ao 
Ea ete 
a 4 
< a ie 
“4 
a 
a) a ee ee ee! Ps is ee saa Leyeany Tol - 
ae cL aa es ae SE at so, | oe 
oie ai tae Oe te re de = gt ARE oo ruse 2 
a Sa opis a ee PE aes AEN : - E ‘ 
i pr y= BOBS tu Pa et Sige Oa} 7 ia 
; ieee aa q ne Catenin ay wee. re 
{ Seba” wasnt e ae es ‘ a 
he eS BES a "eae - ~ — see 
co Re - i ‘ ; 
pat pam aR ia a Vs by 3 
Sane oe a ~~ . ats r aa Ms 4 
| ine = Be ie 
~ i ~ $ ad me a ia 
a - ATL Tie 4 ’ : re he 
a. ca Avi : . Ne . te 25 4 
a myo ‘ a 
: ¥* Ly : Fs = 
| . am af a * * é ~ eS; ‘ai 
ee a y+ Se : oa . 
* : — “0 ™y _ % “ ~ % : 
ooo A 2 ; a, 
: andi %& _ * aad 

Se . Bi . : : 
ets G8 ‘ oi “zs q : 
ae be ii o ka = - ye: 
Fiat ' sa te lesa a = 7 »” Se 
a7 my oe wid * : ' —_ ’ Jim heres ie 

ot 5 are. ; ‘ ee a ss 

9 R ‘ > " ~ ~ ". i b a 

vi a % : ; ee on 

y a sii 
ae —, sf . Pa ~~ “" 
: : , a Pi ae " 
ta dimgaugt mar 4 — i ot or rr. 
: be x ne ad z . . ae +e 
Be ips 
yo 
" 
Sey : See 
ea 7 
pe 
ae ‘ 
oe 
eee , 
peer . 
= o 
ee e 
tial PO ' . 
h rs if $e 
on a bs a 
we “ 

% Be hg : 
ge r 
= ai 
cae ee 4 
Sas, { i 

; *) P 7 
ge = 
rile 4; ‘ 
tain 

ed 

Tae : 

aa es 

oe ae 
fear et S 
ae 
=~ ree i 
: DLP ey aa 
a keel 
nce . ifr 
emer: ktone a 
eae os 
Saas. * 
rs 3 
4 ee 
8 ot 
a ee 
Ae 4 s 
if 4 
oo . 
|. * 
<e 4 
cae és 

esi j 

a | ‘ 
an 7 
Oe i lame 
. ’ - = « Nr 
i. A. a : 
mae cf 
‘ ee - 
5 a) t ws 
Ree ae % 
eae } ra 
ce at 1 , 4 7 ie 

4 ‘a 

a td ! as 
.: ae 
ae a 
‘~! : > 
t 
. 
i = 
a 
a 
vif fe es fe 
ome oe a) 
a | 
a 
oo —* 1 is 
7 ’ € = a eS = 2 = * _— . 
e een » nunca tht aa eta amin hanaeeneneiadiin eae a a o 
> by 7 7 7 - za] a = mh 7 - 7 e Store 7 
7 = ® Hin : 7 oa a ae 
“y yo se ae 


tells the 
dealer salesman 
what he 


needs to know... 


If you were to sit down and design a point-of- 
sale sales aid that would adequately meet the 
informational needs of the housewife and the 
salesman who waits on her, you’d have a hard 
time improving on the job now being done by 
McCall’s Use-Tested Tags. 


And, in addition, your tag would still lack the 
powerful third-party endorsement of an impar- 
tial outside authority like McCall’s. 


ie homemaker 
what she 
wants to know 


so ae 


To find out how McCall’s can solve this im- 
portant problem for you—and at the same time 
put the power of McCall’s Use-Tested program 
to work for your product—write McCall’s, 230 
Park Ave., New York 17, N. Y. 


MecCalls 


The magazine of Togetherness... circulation now more than 5,300,000 
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proximation of what upper crust industry 
is talking about. 

First and foremost, 
rived for powerful employer-employe 
communication. The delegates openly 
concede that organized labor has done a 
much better job of communicating to its 
members than management has done with 
its employes. It’s a reasonably safe guess 
that at least a hundred, and probably 
more, programs of employe communica- 
tion were hatched at the NAM conven- 
tion in December. And if a company’s 
communication program had dulled, plans 
were made to sharpen it. 

As one might suspect, relations with 
supervisors were recognized as being in 
dire need of repair. Several industrialists 
contributed to the growing rumor that a 
unionization assault is to be made upon 
this group, probably in 1959, and that 
there is accordingly little time in which 
to fabricate an olive branch. 

While the manufacturers appeared to 
agree that stronger employe communica- 


the hour has ar- 


The Peeled Eye Department... 


tion was a mandate for '59 and ’60, sev- 
eral expressed the view that industry must 
buttress good communication with strong 
legislation. “I’m all for bettering our re- 
lations with employes,” said one, “but 
we must get to the root of the problem: 
We must arrange legislation that will re- 
turn to management the right to manage.” 
Just how this is to be achieved, in the 
face of a top-heavy Democratic Congress 
and strong labor support, the industrialist 
seemed hesitant to explain. There is no 
doubt, however, that both the NAM and 
the U.S. Chamber will watchdog the in- 
coming Congress as never before. 

The complacency of industry, which 
has hung over management conferences 
like a heavy perfume for the past several 
years, seems to have disappeared from 
the NAM conference halls at least. The 
faces for the most part looked rather 
grim. The conversation seemed refresh- 
ingly determined. If the last boat hasn’t 
already left the pier, these are good 
signs. # 


- Peeled Eye-tem of the Year 


By Dick Neff 
JWT's Dave Savage Wins Prize 


The Peeled Eye-tem of the year, we've 
decided, is the tenth annual report of 
Granny Goose Foods, just a few excerpts 
of which you see here. We don’t know 
who created this little masterpiece, but 
will find out and let 
you know. 
a=Deve Savage, tv 
copywriter at J. Wal- 
ter thompson Co., was 


a 
our talent scout. We’ve < 
decided to award a =* 
prize to Dave for this , 
jolly find...and a di 
prize for the best item 
in 1959, too, and wel- Dick Neff 


come suggestions from 
our readers for a prize worthy of Dave's 
scouting ... and theirs. 


Illustration: scientist in lab. 

Caption: Product superiority is main- 
tained by continuing research in the 
modern Granny Goose laboratories. 
Above, a research assistant examines a 
competitive product for possible traces 
of quality. 

Point of fact: Our research and prod- 
uct development budget exceeded $85,- 
000 last year. 


Illustration: two thieves hiding from 


camera. 
Caption: A staff of experienced finan- 
cial experts heads the company’s ac- 
counting department. 
Working capital needs are still supplied 
by American Trust Co. If anyone has 
this problem licked, please let us know. 


Illustration: native girl on white man’s 
knee. 
Caption: To develop international dis- 
tribution, Granny Goose export brokers 
face rugged hardship and personal sacri- 
fice as they travel to the far-flung out- 
posts of the world. 

At present, shipments of Granny 
Goose products go to 26 foreign coun- 
tries. 


. 
i 
+. 


Illustration: shooting scene. 

Caption: In early years, grocers were 
skeptical of Granny Goose products. 

Total sales in 1948 were $320,000. 


Illustr2‘ion: man throttling captive. 

Caption: Personnel counselors trained 
in modern psychology handle employe 
problems and grievances with sympathy, 
understanding, and dispatch. 


Illustration: man on rack. 

Caption: In advertising, Granny Goose 
avoids high-pressure methods; uses “soft 
sell” to win customer acceptance. 

1958 advertising budget: $325,000. 


Illustration: Roman orgy (from annual 
report, like all other illustrations in this 
item). 

Caption: With today’s increased staff. 
employes take frequent: time out for in- 
formal coffee breaks. 

Actually, our working employes today 
number 465. 


Tips for the Production Man... 


Advertising Age, December 29, 1958 


Illustration: unsympathetic looking of- 
ficer full of medals. 

Caption: Company executives are fun- 
loving and informal; like to be considered 
as “just one of the boys.” 

Executives: who needs ’em? 


So Nice to Come Home To 

Another of our favorite contributors, 
Dave Kennedy, sends along a want ad 
for an unfurnished apartment house 
called TWIN ARMS. 

Sounds pretty well furnished to us. 


We Could Cry All Night 

“The sky seemed emptier while Capital 
was away .. .” murmured Capital Air- 
lines with a little catch in its voice, 
when their strike was settled. 

“Remember before the Capital Air- 
lines strike?” read the copy. “You’d see 
a flash of silver against the sky . . . hear 
the high whine of four mighty jet- 
powered engines. And you’d know anoth- 
er Capital Viscount was on its way. May- 
be you followed the sound a little 
wistfully, wanting to be on that plane, 
going where Capital went. Or perhaps 
you took it for granted, the way most of 
our friends have since 1955...” 

Please, Capital Airlines, stop ... you’re 
making us cry all over our little candy- 
filled choo-choo. 


Sounds Pretty Dull 

Page 9, New York Journal-American: 
How to behave on your honeymoon. 

Opposite page, same issue: 

Fashion says: Wrap Yourself in a 
Greatcoat. 


Must Be Rather Stuffy 

St. Joseph’s Nose Drops for Children 
is currently running, if you’ll pardon the 
expression, an ad with this headline: 

WHAT DOCTORS APPROVE FOR 
CHILD’S HEAD COLD 

Stuffiness, Congestion. 

Well, maybe some doctors. Ours doesn’t 
approve of either one. # 


Production Man‘s Notebook 


By Kenneth B. Butler 


Reader asks for source for design and 
production of a short run of special 
Presentation Certificates, to be given to 


directors of a small corporation. Referred 
him to R. G. Stauder, Stauder En- 
graving Co., 4130 W. Belmont Ave., Chi- 
cago. Will be glad to have names of 
others who seek orders of this kind, for 
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my files, in case of inquiries. 
+ ~ * 

Add to list of firms offering range of 
designs in pre-printed stationery, or 
flash bulletins: Carr Speirs Corp., Air 
Baise, Vero Beach, Fla., and Idea Art, 307 
Fifth Ave., New York 16. Both have sent 
me samples of their offerings, and they 
are terrific! 

+ * + 


Distance seems to have little effect on 
the time it takes the postal system to 
deliver third class mail, according to 
“Printing Pointers,” a sprightly little 
house magazine put out by Wagner 
Printing Co., Davenport, Ia. They report 
that in a series of regular bulk third 
class mailings made by the Curtis Cir- 
culation Co. from Philadelphia last winter 
over a six weeks period, Curtis found 
that its mailings to Glendale, Cal., took 
an average time of 14.1 days, compared 
to 15.1 days to Syracuse, N. Y. Curtis 
also found that its mailings to New 
York City (less than 100 miles away) 
were delivered in an average time of 
10.6 days compared to 10.1 days to Kans- 
as City, Mo. 


* + * 


I note that the Four A’s, in its sug- 
gestions for advancement of business 
publication advertising, urges that “copy 
chaser” or “copy due” postcards be sent 
only to agencies or advertisers who have 
an insertion actually due; that they not 
be sent to prospects as promotion mail. 
Every production man will say Amen. 
This practice, happily, is fading. It falls 
into the same category with the prac- 
tice of circulation departments which 
send out subscription renewal bills to 
prospective suoscribers, where there is 
no existing subscription on the books. 


Powderless etching seems to be on the 
upward march in the photoengraving 
business. One Chicago engraver sends out 
proofs of four-color plates made with 
this process, pointing out the brilliant 
quality. Powderless etching, developed 
by Dow for use with its magnesium, is 
also being adapted for use with copper. 
Zinc manufacturers are researching to 
adapt the process for use with their 
metals. When so used, royalties are paid 
to Dow. The recent engravers’ conven- 
tion held a technical session on the 
process. Faster production and better 
quality are the advantages inherent in 
the process. 

* * * 


Imagine 1,500 copies of a brochure 
made by hand! I have received a most 
unusual advertisement, “Paracelsus,” 
created and produced by Quentin Fiore, 
34 W. 58th St., New York 19. It was 
created “for executives of intellectual at- 
tainment,” in this case pharmaceutical, 
printing and advertising executives. 

The type, Delphin, was flown in from 
Germany. The paper is English hand- 
made. 


® The cover knocks you out. It is most 
unusual, and nothing like what you find 
among typical cover paper samples, for 
the simple reason the effect is gained 
by paste-printing, decorated by hand. A 
paste-print, it is explained, is a combina- 
tion of dry pigment and a binder, in 
this case rice flour, white flour, alum 
and glycerine. The paper first is damp- 
ened, then a coating of the paste mixed 
with color is applied and a template for 
striations is run over the entire sheet in 
a direct and unmechanical manner. The 
paste-print color is brackish gray. + 


From an Art Director's Viewpoint... 


Train Man, I Believe You 


Tomorrow begins today 


Slew et mes 
a 


Psychologists say: 
“Hf he controls a Lionel train today, 
he'll control his life tomorrow!” 


en See eee 


By Andy Armstrong 

Lionel is an advertiser you seldom hear 
from any time except Christmas. Maybe 
he nudges his dealers in other seasons 
with mailings we never see, or maybe he 
just sits around the North Pole painting 
freight cars for 
next year. Whatever 
else he does, it is prob- 
ably safe to say he 
stays out of national 
print and tv until Hal- 
lowe’en is over, then 
gives his product one 
big annual blast. 

Cigars in that room 
probably burn down 
like fuses, the day the 
agency unveils its recommendation. A 
one-shot client has no time to dabble his 
toes. He must put his signature on 
something, with all his chips, and ride on 


Andy Armstrong 


it. Like that fellow at Cape Canaveral, 
taking one last look at his computations 
before he pushes the button. Will it fly, 
will it level off below ceiling, or will it 
just go phhht and lie there? 

This is the moment for panic, on a 
Christmas item. Brother Lionel would 
not be human if he had no qualms or 
questions. Is the ad big enough? What 
about a gatefold, or a four-pager? Does 
it radiate moxie and razzmatazz? Is it 
Christmasy enough? Shouldn’t it have a 
wallop of color and tinsel and shooting 
stars? Will it knock ’em out of their chairs, 
push ’em into the store? What will the 
dealers say? 


# And those kids. Can’t we have them 
smiling, laughing, popeyed on the Big 
Morning? Maybe Junior peeks over the 
banisters at Papa hooking up track by the 
tree. Papa with his beard crooked, made 


— si oe 


up to look like Santa. And hey, what 
about reindeer? Is it any good without 
reindeer? 

This Lione! spread, if it had to go 
through that kind of rassle, stands for a 
lot more than a man’s effort to sell 
trains. It shows a courage high enough 
to dump the time-tested bromides of 
Christmas illustration. It carries an aroma 
of thoughtfulness and assured calm, im- 
plying the manufacturer’s conviction that 
he has something tremendous here, 
worth sharing with you, not just another 
gadget to compound the hysteria of a 
Christmas morning. 

You tend to agree because he shows 
you real children behaving not like pro- 
fessional models but like all real children 
when deep in the adult-free world of 
their own imaginations. Delight, there, is 
never popeyed, never expressed with 
squeals. 

You tend also to excuse that ancient 
headline, “Tomorrow Begins Today,” and 
the subhead blamed on _ psychologists: 
“If he controls a Lionel train today,” 
etc. These sound like the copy you get 
when you let motivation experts write 
your ads. 


s The total effect is a believable job of 
reporting a believable story: the involve- 
ment of kids with Lionel trains. It is 


35 


Yes, | heard that ridiculous rumor 
we're dropping your agency. | started 
it. 


—Industrial Marketing 


most thoroughly believable in that part 
of it that could have been the biggest 
bust—the pictures. You sense the bigness 
of this story in spite of the copy. You 
read with the certainty inherent in these 
photographs that Lionel is telling you the 
truth. + 


1. In 1959, as in the past, these “les- 
sons in visual thinking” are intended 
to be helpful. AA’s editors feel (and 
my correspondence proves it) that 
some copywriters find Drawthinks of 
use in communicating clearly to art. 
This makes for a smoother, more mu- 
tually respectful relationship between 
copywriter and artist. 


2. In 1959, there will be extra em- 
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Here's the 1959 Drawthinks Platform 


If you ever run into an art director who thinks you are getting in his hair by 
reading and practicing Drawthinks, show him this platform. It’s a good spring- 
board for discussion and should help clear muddy waters. 


HAPPY NEW YEAR 


hee at 


phasis on “before and after” exam- 
ples—from copy rough to ad. You'll 
hear both sides; art directors will 
explain how copy people have helped 
them. Copy people will relate what 
they learn daily from artists. If you 
want to contribute—you'’re welcome! 
(We'll respect your privacy, handle 
your statement any way you wish, 
within limits of time and space.) 
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Versatile Adman - « Rudy Etchen 


When Rudy Etchen, new busi- 
ness vp for the Pittsburgh office 
of Erwin Wasey, Ruthrauff & 
Ryan, isn’t busy shooting down 
new accounts, he’s probably out 
shooting clay pigeons—his rec- 
ord so far is 705 straight without 
a miss. 

Born of a shooting family (his 
father, Fred Etchen, was captain 
of the 1924 U.S. Olympic shoot- 
ing team), Rudy started com- 
petitive shooting at age 12 and 
won his state championship at 
14. Now at age 35, he has won 
over 40 state and _ regional 
championships. He’s also shot 
in 23 Grand American trap- 
shooting tournaments, winning 
over 30 championships in 22. 


@ In 1952 he set two records 
which have yet to be equaled. 
He won the North American 
clay target championship by 
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Own Top Ten Agencies, AA Survey Shows | 


New York, Dec. 23—In the 
wake of the retirement of Harri- 
son King McCann last week, and 
the detailing of the new McCann- 
Erickson stock control by the em- 
ployes’ benefit plans (AA, Dec. 
22), ADVERTISING AcE this week is 
presenting a picture of how stock 
is owned at ten of the other top 
agencies. 

J. Walter Thompson: Shares are 
widely held by more than 500 
stockholders here and abroad. All 
shares are outstanding and the 
agency has a repurchase option 
wheh an employe leaves. There 

“are two classes, A and B common; 
the latter is voting stock and held 
by the executive-level personnel. 

Young & Rubicam: About 80 
stockholders, including all depart- 
ment heads and managers, branch 
managers and most vps. There are 
two stock classes;.common, which 
is non-voting, and preferred, 
which is voting and is held only 
by the nine members of the 
board. 

Ted Bates & Co.: There are 60 
stockholders, all at the vp level 
and above. There are two classes of 
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McCann Plan Is New. but Working Admen | 


, hitting 980 mixed targets out of 

| 1,000—thus beating the old rec- 
ord of 977 by three birds. He 
set the other record by estab- 
lishing the highest average for 
the year with the Amateur 
Trapshooting Assn.—in tourna- 
ments held in 15 states, he 
averaged 99.2% on over 3,000 
registered tournament targets. 

He’s also proud of his 100x100 
achieved in the North American 
doubles race with a pump gun. 
Only about 11 trapshooters have 
ever broken 100 straight doubles 
targets in registered competi- 
tion. 

Shooting isn’t his only hobby; 
he also goes in for trout fishing, 
all types of hunting, golf, pri- 
vate flying, and breeding and 
running Labradors in field 
trials. He’s also a frequent con- 
tributor to outdoor publica- 
tions. + 


IN CAIRO—Adman Etchen with Count Henri de Gouvion, St. Cyr, president of the 
International Shooting Federation, during meet in Cairo in 1955. 
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| 
stock, but it is all voting stock. 

Kenyon & Eckhardt: There are 
157 stockholders, all present em- 
ployes, who own one class of vot- | 
ing stock. No one owns more than | 
10%. 

Benton & Bowles: There are 
about 103 stockholders, all active- 
ly employed, holding full voting 
stock. Shareholders are selected 
“by invitation” and cross all exec- 
utive levels. There are two classes, 
common and preferred, the latter 
inow down to about 30 sharehold- 
| ers. Preferred will not be reissued 
|after the agency exercises its re- 
| purchase options. 
| N. W. Ayer & Son: There are 
| between 75,000 and 100,000 shares 
outstanding, all one-class voting, 
and held entirely by 52 actively 
engaged employes including 40 of- 
|ficers and 12 others. The agency 
has a repurchase option. Distribu- 
tion policy has been liberalized in 
recent years. 

Batten, Barton, Durstine & Os- 
born: There is a one-class common 
|full voting stock held entirely by 
labout 266 active employes at all 
executive levels. No one owns 
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more than 5%. 

Grant Advertising: The stock of 
Grant Advertising consists only of 
non-par common stock, all of 
which is held by more than 20 of- 
ficers of the company in the U.S. 
and abroad and by Will C. Grant 
and his family. There is only one 
class of stock and this carries a 
repurchase agreement by the 
company. All foreign subsidiaries 
are wholly owned by the parent 
company in the U.S. 

Foote, Cone & Belding: Has 
about 70 stockholders, all employ- 


es, and they must sell the stock! 


when they leave the agency. Most 
of the stock is common stock, of 
two types—A and B—with some 
preferred stock also issued. 

Leo Burnett Co.: All stock is in 
the hands of 125 of the company’s 
808 employes, all of whom are on 
a fulltime basis. Persons leaving 
the company must sell their stock. 
Preferred stock owned by Leo Bur- 
nett will be retired by the agency 
upon his retirement or death. + 


Newton Joins Magnovox 

Dawson L. Newton, formerly 
with the Florida Citrus Commis- 
sion, has joined Magnovox Co., 
Fort Wayne, Ind., as public rela- 
tions director. 


OuT wesTt—At his favorite hunting grounds near Sun Valley, Rudy Etchen pre- 
pares to do some shooting with a top movie star marksman, Gary Cooper. 
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Placemat Ads Available 

Placemats Advertising Inc., 
Philadelphia, will offer ad space 
on placemats in restaurants in 50 
major cities beginning March 1. 
Each placemat is 9% x 16” and 
provides display space for 10 ad- 
vertisers and two coupons. Rate 
schedule is based on $2.99 per 1,- 
000 per month for a minimum 
100,000 mats. A three-month con- 
tract period is required. The com- 
pany is located at 1920 Chestnut 
St. 


Elliott Adds Dog Food 


| A. Lovell Elliott Advertising, 
|'Columbus, O., has been appointed 

to handle all phases of promotion 
|for Winchester Canning Co., Canal 
| Winchester, O., packer of Mid- 

West dog food. Tv, outdoor, news- 
|papers and direct mail are being 
| used in a campaign. 


Salada Net Up 117% 

Salada-Sherriff-Horsey, Toron- 
to, has reported consolidated net 
profits of $1,127,162 for the year 
ended Sept. 30, an increase of 
117% over the previous fiscal 
|year. The company markets tea, 
|citrus and other food products in 
‘the U.S. and Canada. 


DTU CLC CCS eC 


GF Adds McKim 
Canada Agency 


TORONTO, Dec. 23—General 
Foods Ltd. today picked McKim 
Advertising Ltd. as the third mem- 
ber of its team of Canadian ad- 
vertising agencies. 

Fred L. Wood, director of adver- 
tising-sales promotion for General 
Foods here, said one of the major 
problems was to select an agency 
which not only had the necessary 
qualifications but which did not 
have products directly competitive 
with the company’s. 


® McKim will be assigned the fol- 
lowing accounts effective April 1, 
1959: Regular Maxwell House cof- 
fee; Baker’s Premium chocolate; 
Baker’s Dot chocolate; Baker’s 
chocolate chips, and Baker’s Jiffy; 
Instant Sanka coffee; Instant Post- 
um; Certo, and Certo crystals. 

Mr. Woods said General Foods 
looks forward to continued close 
association with Baker Advertising 
and McConnell, Eastman, which 
have represented it since 1923 and 
1952, respectively. + 
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Drug Items Gain 
in Food Stores: 
Scripps-Howard 


New York, Dec. 23—Non-food 
items, especially those formerly 
available only at the corner drug 
store, are today as important to 
grocery sales as the cracker barrel 
once was. 

This trend in grocery and super- 
market distribution, first discern- 
able back in 1955, was even more 
evident in 1958, according to results 
of a survey of grocery product dis- 
tribution just published by Scripps- 
Howard newspapers. 

The survey, twelfth in a series, 
lists 67 classifications of grocery 
store merchandise, including up- 
wards of 10,000 brands having 10% 
or more distribution in 13 cities 
covered by the report. 

Biggest non-food items sold in 
local grocery stores and supermar- 
kets were drug products, including 
cosmetics, deodorants, toothpastes 
and powders, sanitary napkins, 
personal deodorants, headache and 
cold remedies, laxatives, first aid 
supplies and other products for- 
merly associated with the drug 
store. Most of these items received 
more than 90% distribution in 
cities surveyed, which were Al- 
buquerque, Cincinnati, Cleveland, 
El Paso, Evansville, Fort Worth, 
Houston, Indianapolis, Knoxville, 
Memphis, New York, Pittsburgh 
and San Francisco. 


s Not quite so prevalent, but still 
a factor in grocery sales, were non- 
electric kitchen appliances and oth- 
er major appliances operating on 
electricity or gas, including wash- 
ing machines, refrigerators and 
frozen food lockers. 

Tobacco products, including cig- 
arets, cigars and pipe tobaccos, 
continued to receive nearly 100% 
distribution in the 13 cities. 

As in previous reports, few prod- 
ucts listed in the survey have ac- 
tual “national distribution,” or are 
sold in every store surveyed. While 
a percentage breakdown was not 
available this year, estimates are 
that not more than 3.5% of food 
products have national distribution. 

Based on results of the report, 
products that could be said to have 


national distribution are certain) 


brands of soaps and detergents, 
| powdered cocoa and other drinks, 
soups, prepared flour and flour | 
mixes and carbonated beverages. 


= One example is Campbell’s 
brand soups, which scored nearly 
100% in all markets surveyed. 
Among carbonated beverage prod- 
ucts, Coca-Cola led with more than 
95% distribution in all markets. 

Food products receiving fairly 
spotty distribution were most evi- 
dent in the coffee, frozen juices 
and oleomargarine classifica- 
tions. + 


McAllister Named 
New President of 
Geyer-McAllister 


New York, Dec. 23—Geyer- 
McAllister Publications, publisher 
of business papers, has announced 
new executive appointments ef- 
fective Jan. 1. 

Donald McAllister, former vp 
and general manager, will become 
president, succeeding M. A. Geyer, 
who will become board chairman. 
Mr. McAllister has spent his en- 
tire business career with the com- 
pany and has been vp and general | 
manager since 1947. He is also a} 
former board chairman of Associ- 
ated Business Publications, and 
currently a director of that asso- 
ciation. 

Other new officers elected are: | 
Hugh J. Ward, senior vp; Arthur | 
P. Hibbard, James E. Neary Jr.,| 
and John M. Smythe, vps, and} 
Arthur M. Spence, controller. } 

The company publishes Geyer’s | 
Dealer Topics, Gift & Art Buyer, | 
Office Management, Who Makes It 
Where, as well as several directo- | 
ries. + 


Higgins to Johnson 
Geoffrey Higgins, formerly an| 
account executive of Western Ad-| 
vertising Agency, Chicago, has | 
joined Johnson & Johnson Adver- 
tising, Evanston, Ill. The agency | 
has been appointed to handle ad- | 
vertising for Howard Rotavator | 
Co., Arlington Heights, IIL; | 
Champion Pneumatic Machinery | 
Co., Princeton, Ill., and Panstiehl | 
Chemical Corp., Waukegan, II. 


Goodman & Rouse Moves 

Goodman & Rouse, Beverly} 
Hills, Cal., will move to new of-| 
fices at 8350 Santa Monica Blvd. on 
Jan. 5. 


says everything 
you have to sell! 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA 


BOSTON + CHICAGO + DALLAS + DETROIT 


LOS ANGELES + PHILADELPHIA + ST. LOUIS + SAN FRANCISCO 


SEATTLE 


* HOUSTON 


The Buffalo area’s on the move. That’s the big news from 
this second largest community in New York State. In 
1959, with the opening of the St. Lawrence Seaway, in- 
land Buffalo becomes a world port, shipping to all four 
corners of the earth. And the completion of the Niagara 
section of the N. Y. State Thruway is sparking a 
$200,000,000 highway building program, and a multi- 
million dollar area redevelopment plan! 
Yes—117-year-old Buffalo is in the midst of a tremen- 
dous step forward. In the last seven years, over 93 new 
manufacturing plants have opened in the Buffalo area. 


For example—Buffalo is the largest grain milling and 
distribution center in the world. When it comes to di- 
versification, Buffalo takes her hat off to nobody—pro- 
duces everything from golf balls to steel girders, from 


How big is PARADE in Buffalo? 


Per cent of families reached 


PARADE ....69% 


(ERIE ANO NIAGARA COUNTIES) 


POST...10% LOOK...11% LIFE...13% 


paper boxes and chemicals to hydraulic presses and motor 
boats. (No wonder Buffalo is almost recession-proof.) 
And Buffalo is rapidly building new medical centers, 
hospitals, recreation facilities, houses and public build. 
ings to keep pace with her booming growth. 

What does this mean in terms of people, and markets? 
Just this. Buffalo’s population is growing rapidly. Retail 
sales in the last seven years registered a 35% increase. 
Bank deposits have nearly doubled. In spendable income 
per capita, passenger car ownership and commodity pur- 
chase, Buffalo’s well above the national average. 

Wouldn’t you like more sales in this bustling market? 
Each Sunday The Buffalo Courier-Express and Parade 
call on seven out of ten homes in the trading area. Each 
Monday they begin to move goods off dealers’ shelves. 


eh 


The Sunday Picture Magazine 


Ao ny cee eens oo 


te eee 


PARADE || The Sunday Magazine section of more than 60 fine newspapers 
covering some 3000 markets...with more than 17 million readers every week. 
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PHOTO REVIEW 


Karnes Jordan Muldoon 


NOW IT’S OLD west—William G. Karnes, president of Beatrice Foods 
Co., and Edward M. Muldoon, general manager of LaChoy Food 
Products and the Beatrice grocery products division, take to mining 
camp costumes for the LaChoy “ 59ers Breakfast” during a Chicago 
convention. With them is singer Jeri Jordan. Messrs. Karnes and 
Muldoon also got into the spirit of things for a LaChoy open house 
in October (AA, Oct. 13) at which they appeared in Chinese apparel. 


Krug Nelson Rosenthal Noack Flint Holland Stromswold 


tive—Staff members of Harold E. Flint & Associates, buyer; Donald R. Nelson, vp and art director; Rich- 
Fargo, N. D., are the models for this dual announce- ard C. Rosenthal, vp, and Jerome Noack, account 
ment of the agency’s move to new quarters and of its men; Lee A. Holland, vp and treasurer, and, with 
annual Christmas party for clients. Shown with “the world’s largest martini glass,” Ray Stromswold, 
Harold E. Flint, president, are Judy Krug, media production manager. 


EXAMPiéE — 
Caughnawa- 
ga Chief Poking @& 
Fire and John @ 
Fisher, Canadi- Fa 
ana authority, } 
tell about the 
history of wan- #2 
pum for Niagara - 
Finance Co. iim 
Montreal. Niaga- = 
ra says it is the 7 
first consumer ii 
loan company to ia 
go on a coast to 
coast tv network, 
Ronalds Adver- 
tising, Montrea 
and Toronto, is 
the agency. 


LIMERICKS PLUS— 
Jan Brainker, 
“Miss Oil Heat,” 
poses with “thou- 
sands upon thou- 
sands” of entries 
in a 10-week lim- 
erick contest 
sponsored by Oil 
Heat Institute of 
Oregon and 
southwest- 
ern Washington. 
Top prize in the 
contest was a $3,- 
500 oil-heated 
swimming pool. 


PROJECT—Both Campbell-Mithun 
and Campbell-Ewald Co. held doll- 
dressing contests this year. At the 
left, Dick Charlton (left), Henry 
Christal Co., and Joe Campbell, 
Coronet, were among the media 
people invited to vote on the “best- 
dressed” at C-M. Above are C-E 
winners (l to r) Patricia Glover, 
Mildred Mayberry, Charlotte Voel- 
ker and Patricia Bramley. 


Ule Smith Wulfeck Mitchell 


ARF MEETS—Conversationalists at the annual business meeting of the Advertising Re- 
search Foundation include: Wallace H. Wulfeck, exec vp of William Esty Co. and re- 
tiring chairman of ARF, and Harry M. Dunlap, publisher of Good Housekeeping; G. 
Maxwell Ule, senior vp of Kenyon & Eckhardt, and Everett R. Smith, director of 


Dunlap Carr Budd Hand 


Sawyer 
research for Macfadden Publications; Rex M. Budd, director of advertising, Campbell 
Soup Co., and William E. Carr and Irving Hand of Iron Age; Bayard E. Sawyer, asso- 
ciate publisher of Business Week, and Frederick A. Mitchell of Needham, Louis & Bror- 
by. 
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Sunkist Growers’ 
Citrus Shipments Up 
$13,000,000 in ‘58 


Los ANGELES, Dec. 23—Total 
f.o.b. value of fresh and processed 
citrus marketed through Sunkist 


Growers during the fiscal year'| 


ending Oct. 31 was $183,000,000, an 
increase of $13,000,000 over the 
previous year, and second highest 
since World War II, according to 
F. R. Wilcox, general manager. 

Of this total, $145,000,000 was 
from the sale of fresh fruit, with 
the lemon products and orange 
products divisions accounting for 
the remaining $38,000,000. Mr. Wil- 
cox said, “The higher value ob- 
tained last season was largely due 
to a scarcity of oranges on the mar- 
ket because of sharply reduced 
harvests in California and Flori- 
da.” 

In contrast, there was an over- 
supply of lemons which, voupled 
with a generally cool summer 
throughout the country, resulted in 
a decline in lemon values. This was 
compensated for by heavy exports 
of lemons, although overseas prices 
were not deemed satisfactory by 
the industry. 

Of the 75,057 standard cars of 
fresh citrus of all varieties shipped 
by the California-Arizona citrus 
industry last year, Sunkist Grow- 
ers handled 72%. # 


Smith Heads Roerig's New 
Marketing Department 

Bernard H. Smith has been ap- 
pointed manager of the new mar- 
keting department of J. B. Roerig 
& Co., pharmaceutical division of 
Chas. Pfizer & Co. Mr. Smith, who 
joined Roerig in 1951 as medical 
service representative in Phila- 
delphia, transferred to New York 
headquarters in 1954 as product 
manager. Robert E. Roeker, for- 


merly administrative assistant to. 


the sales director, was named as- | 


sistant manager of the department. | 


Other new appointments at 
Roerig are Louis J. Gill, govern- 
ment sales manager; Frances 
Himebaugh, budget control officer; 
Richard E. Arnold, sales promo- 
tion and convention manager, and 
Charles C. Rabe, professional re- 
lations manager. 


Magazine Ad Bureau Becomes 
Magazine Ad Committee 

The Magazine Advertising Bu- 
reau, after 15 years as the sepa- 
rate advertising promotion arm of 
the magazine industry, has been 
formally integrated with the Mag- 
azine Publishers Assn., New York, 
and will be known as the Maga- 
zine Advertising Committee of the 
MPA. Michael J. O’Neill, adver- 
tising director of TV Guide, was 
named to the committee, which is 
headed by Gibson McCabe, pub- 
lisher of Newsweek. 

Roy Whittier, former Young & 
Rubicam executive, has submitted 
to the committee his first findings 
on a special three-month study 
covering promotion plans for the 
industry. Mr. Whittier’s findings 
will be announced after a meeting 
in January. 


Campbell Adds Two Pies 

Campbell Soup Co. has intro- 
ducéd two new frozen dessert pies 
to its line of Swanson frozen pies. 
The new pies, mince and pump- 
kin, come in both 5 oz. and 24 oz. 
sizes. Advertising of the new pies 
is being carried on “Donna Reed 
Show” and “Who Do You Trust” 
(ABC-TV) and in a schedule of 
Sunday supplements. 


Paper Mill Changes Name 

Thomson Paper Mills Inc., New 
York, maker of Angel Soft facial 
tissue, has changed its name to 
Angel Soft Tissue Mills Inc. to 
identify it more clos ly with its 
products, 


| General Mills Elects Kennedy 
to Succeed Bullis, Retired 

=| The board of directors of Gen- 
}eral Mills, Minneapolis, has elected 
Gerald S. Kennedy chairman of 
the board, a post vacated by the; 
|retirement of Harry A. Bullis, ef- 
\fective Jan. 1. Mr. Kennedy, a 
© |member of the board since 1948, 
|was named exec vp of the compa- 
|ny last September. The board also| the board. Mr. Bullis will continue 
lelected A. D. Hyde, A. Z. Kouri|as a member of the board and of 
jand E. O. Boyer exec vps. All; the executive committee. 


‘The CHARLESTON Market Is"Wocr'stdrher 


three have been vps and adminis- | 
trators. 

Mr. Bullis has been chairman of | 
the board since January, 1948. He 
joined Washburn Crosby Co., pred- 
ecessor of General Mills, as a 
millhand in 1919. At General Mills 
he has served as secretary, comp- 
troller, vp, exec vp and president, 
before being named chairman of 


Fixst-Class Wale! 

That's What Advertisers Rea 

The Sporting News 
With 98% Mule Readership. 


Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Sinée 1886-70 Continuous Years 


°s 
ROBERT W. SARNOFF, chairman of the 
board of the National Broadcasting 
Co., has been selected to receive 
the National Assn. of Broadcasters’ 
1959 Keynote Award for distin-| 
guished service. The award will be | 
presented at NAB’s 37th annual} 

convention in Chicago March 16. 


Agency Creates Medical Unit 

Medical Advertising Service,| 
New York, ethical pharmaceutical | 
agency, has established a medical| 
advisory board consisting of a gen- 
eral practitioner, a pediatrician, 
an internist, a dermatologist, a_| 
diplomate in physical medicine, an} 
obstetrician and gynecologist, an 
E.E.N.T. specialist and a surgeon. 
The board will be available to all) 
clients of the agency for advice on| 
medical advertising and marketing. | 


sai CHARLESTON ana yrou've Sola The Backlog Of WEST VIRGINIA 
The Charleston Gazette Charleston Daily Mail 


Represented Nationally by JOHNSON. KENT. GAVIN & SINDING., 


Sundag(4AZETTE -MAIL 
INC 


ear this! Capper’s Farmer has encouraged and 


advised and fought for millions of farmers in the 


fertile food producing areas of America for half a 


century...Today, strong and sharp from its years 


of service, Capper’s Farmer stands firmly on the 


threshold of a planned future, a future that offers 


advertisers an opportunity to share in the pros- 


perity of American agriculture. 
CAPPER’'S 


FARMER 


Published by Capper Publications, Inc. — America’s Leading Agricultural Press 


A Division of Stauffer Publications, Inc. 
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Applegate Retires After 
32 Years at Du Pont 

Russell A. Applegate, assistant 
to the director of the advertising 
department of E. I. du Pont de 
Nemours & Co., Wilmington, Del., 
will retire Dec. 31 after a 38-year 


career as an advertising man, 32) 


of them with Du Pont. Mr. Apple- 
gate was assistant director of the 
Du Pont ad department for 25 
years. He was appointed assistant 
to the ad director last year, pending 


UNION HUBBER & ASBESTOS CO. 
TeEnTon, WA 


his retirement (AA, Sept. 9, °57). 
Edward J. Pechin at the same time 
was named assistant ad director 

Mr. Applegate was ad manage! 
of John Schoonmaker & Son, a 
Newburgh, N.Y., department store, 
from 1920 to 1924. In 1924 he 
formed and became a partner in 
Moore-Applegate Advertising 
Agency, which he operated until 
1926 when he joined Du Pont. 


Capital Cities Buys WPRO-TV 

WPRO-TV and WPRO, operated 
by the Cherry & Webb Broadcast- 
ing Co., Providence, R.I., will be 
sold to Capital Cities Television 
Corp., Albany, N.Y. Pending ap- 
proval from the Federal Communi-| 
cations Commission, the transfer | 
is expected to take place next} 
spring. The sale does not include} 
Cherry Broadcasting Co., which | 
owns radio and tv stations in Or-| 
lando, Fla. 


KXOA Boosts Haman 

Howard Haman, vp and man-| 
ager of KXOA, Sacramento, has 
been named general manager of 
the radio station. 


Sampson sees Red 


and cashes in on award-winning local news! 


Rhode Island Red proudly points out to timebuyer Sampson B. Sagamore that 
only WJAR-TV has: (1) 6 daily newscasts prepared from 5 news services 
plus on the spot coverage! (2) Highest rated newscasts in the Providence 


market! (3) The Pea 


Award for special events plus awards from THE 
BILLBOARD and VARIETY! 


In the PROVIDENCE MARKET 


2 


WJAR-TV 


is cock-of-the-walk 
in viewers’ loyalty! 


Donnelly 
Odell 


OUTDOOR MEN—Photogrephed when new officers of 
Outdoor Advertising Inc. met with members of 
OAI’s executive committee in Chicago are Felix W. 
Coste, new president, and John W. Bricker, exec vp. 
The committee members are Laurence H. Odell, Fos- 
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Markham 


Coste 


Advertising Co.; 
& Sons; Frank 


ter & Kleiser Co. 


oh Aiea the 


P 
o 


Posner 
Robbins 


; Burr L. Robbins, General Outdvor- 
Edward C. Donnelly, John Donnelly 


Dunigan, Brinkman Corp.; H. B. 


Markham, Markhum Advertising Co., and Henry 
Posner, Pittsburgh Outdoor Advertising Co. 


Radio-TV Budget 
Topped $2 Billion 
in ‘58: NAB, FCC 


WASHINGTON, Dec. 24—Advertis- 
ing expenditures in radio and tele- 
vision crossed the $2 billion mark 
|in 1958, on the basis of estimates 
by the National Assn. of Broad- 
|easters and the Federal Communi- 
cations Commission. 

In its final report on the opera- 


tions of radio-tv in calendar year 
| 1957, the FCC reported today that 
| total expenditures by advertisers 
| for time, talent and production had 
|reached $1.9 billion. Meanwhile 
the NAB issued a statement today 
reporting that 1958 expenditures in 
tv were up about 10% and in radio 
3%. 

The FCC’s figures showed that 


stations and networks in 1957 for 
radio and tv time, talent and >ro- 
gram production. In addition, is 
estimated that tv resulted in $2v4,- 
000,000 in commissions to advertis- 
ing agencies and station reps, and 
$248,000,000 for talent and produc- 
tion costs to organizations which 
do not operate stations or networks. 


= These FCC figures would com- 
pare with a total of $1.4 billion for 
time, talent and production to sta- 


HOTEL RESERVATIONS 


Coast to Coast in the U.S.A. and in Canada 


Call any of these numbers: 
NEW YORK—CHickering 4-0700 LOS ANGELES —DUnkirk 2-7171 
SAN FRANCISCO—EXbrook 2-8600 
PHILADELPHIA—LOcust 8-3300 


CHICAGO —WHitehall 4-4100 
DETROIT—WOodward 1-8000 


4-second electronic RESERVATRON or Direct-Line Teletype 


in these and other principal cities give you fast free room reserva- 
tions in 38 cities, coast to coast in the U.S.A. and in Canada. 
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We're glad to see you! 


SHERATON HOTELS 


EASTERN Div. 


SPRINGFIELD, Mass. 
ALBANY 

ROCHESTER 
BUFFALO 

SYRACUSE 
BINGHAMTON, N.Y. 
PROVIDENCE (Opens early 1959) 
ATLANTIC CITY MOBILE, Alo. 


NEW YORK 
BOSTON 
WASHINGTON 
PITTSBURGH 
BALTIMORE 
PHILADELPHIA 


AUSTIN 

AKRON 
INDIANAPOLIS 
FRENCH LICK, Ind. 
RAPID CITY, S. D. 
LOUISVILLE SIOUX CITY, lowa 
DALLAS SIOUX FALLS, S. D. 
(Opens eorly 1959) CEDAR RAPIDS, lowa 


PACIFIC Div. 


CHICAGO 
DETROIT 
CINCINNATI 
ST. LOUIS 
OMAHA 


SAN FRANCISCO PORTLAND, Oregon 
LOS ANGELES (Opens fall 1959) 
‘PASADENA 

CANADIAN DIV. 


NIAGARA FALLS, Ont. 
HAMILTON, Ont. 


MONTREAL 
TORONTO 


advertisers spent $1.5 billion with} 


tions and networks in 1956, $185,- 
000,000 for commissions to agencies 
and reps, and $219,000,000 to talent 
and production organizations. 

According to NAB’s projections, 
expenditures for tv time, talent 
and production reached $1,420,000,- 
000 in 1958, while in radio they 
were $641,000,000. 

NAB reported the number of tv 
stations up 17 to 512, and the num- 
ber of am stations up 400 to 3,869. 
It estimated 48,300,000 tv sets in 
use, an increase of 3,800,000, and 
150,000,000 radios, including 100,- 
000,000 home sets, 38,000,000 auto 
sets and 12,000,000 in public places. 


® FCC’s report for 1957 showed 
three tv networks and 501 stations 
resulted in $142,400,000 in com- 
missions for agencies and reps, 
while seven radio networks and 
3,097 stations resulted in $61,300,- 
000 in commissions. Tv networks 
and their 16 owned stations origi- 
nated $75,900,000 of the tv commis- 
sions, while 485 stations accounted 
for $66,500,000. The seven -radio 
nets and their 21 stations stimulat- 
ed $14,000,000 in commissions, 
while 3,076 individual stations were 
responsible for $47,300,000. 

Of the $1.5 billion estimated for 
time, talent and production, $943,- 
200,000 went to tv and $517,900,000 
to radio. The tv figure was up 5.2% 
and the radio figure 7.8%. 

Of $943,200,000 received by tv 
networks and stations, $726,300,000 
was for time and $216,900,000 for 
talent, program material and pro- 
duction. Of tv time 45.4% was for 
network advertising, 34.1% for na- 
tional spot and 20.5% for local ad- 
vertising. 

Radio was heavily local. Its time 
sales showed $316,500,000 for local, 
a 6.3% gain; $169,500,000 national 
spot, up 16.5%, and $51,700,000 
network, a 6.7% improvement. # 


Clayton Adds Clock Division 

Sidney Clayton & Associates, 
Chicago, has been appointed to 
handle advertising for the Built- 
in Clock division of Howard Mil- 
ler Clock Co., Zeeland, Mich. Lin- 
deman Advertising, Holland, 
Mich., is ihe previous agency for 
the division. 


Kuhns Joins Marsteller 

William R. Kuhns, formerly su- 
pervisor of sales promotion of J. 
I. Case Co., Racine, has joined the 
agricultural account staff of Mars- 
teller, Rickard, Gebhardt & Reed, 
Chicago. 


LaRue Segment of 
Split Agency Now 
Seeks Merger Deal 


Detroit, Dec. 23—An indication 
of how far the “urge to merge” 
has gone was seen this week as a 
new agency was formed here by 
the former staff of Holden, Chapin, 
LaRue. 

LaRue, Cleveland Inc., with its 
doors opened less than a week, an- 
nounced: “We’re looking for a 
merger.” 

Officers of LaRue, Cleveland, 
16418 W. McNichols Ave., are Rob- 
ert F. LaRue, president and treas- 
urer; Richard Cleveland and Ted’ 
Shurtleff, vps; and Fred H. Her- 
man, secretary. All the officers,. 
and a staff of about 20, were for- 
merly with Holden, Chapin, LaRue. 
They formed the new agency after 
negotiations to purchase HCL from 
Parker Holden, president, fell 
through. 

About 12 of the 20 Holden, Chap- 
in accounts followed the staff to 
the new agency. Mr. Cleveland said 
the agency would be interested in 
merging with another agency, in 
Detroit or elsewhere. 


= Mr. Holden, meanwhile, said hie 
would reorganize his agency, He 
announced new officers, inclnding 
Charles Pineau, vp; Victor H. 
Wehmeier, secretary, and Mrs. 
Glenna Cunningham, treasurer. Mr. 
Pineau formerly headed his own 
Detroit agency, Mr. Wehmeier is an 
attorney and Mrs. Cunningham is 
Mr. Holden’s administrative assist- 
ant. 

Mr. Holden, who established the 
agency in 1926, said “there has 
been no interruption in client serv- 
ice.” He said agency billings at the 
end of 1957 were $1,718,000. 

John E. Chapin, the third name 
on the door, left the agency last 
April to join Clark & Bobertz, De- 
troit. + 


ABP Neal Entries Due Feb. 18 

Entries for the fifth annual Jes-— 
se H. Neal awards for editorial 
achievement sponsored by Associ- 
ated Business Publications must 
be mailed to ABP, 205 E. 42nd St., 
New York, not later than mid- 
night, Feb. 18, 1959. Details are 
available from the association, 
which makes awards in three 
classifications of business publi- 
cations according to circulation 
sizes. The competition is among: 
ABP member publications. 
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4-piece paring set 
for 3 SNOW-FLOSS labels 
and only 50¢ 


Quikut stainless steel set 
has ivory-colored tenite 
handles guaranteed not 
to crack or break. Set in- 
4 cludes @ grapefruit knife, 
f a spatula-paring knife, 3° 
all around — 
parer, and 
2 2% - inch 
potato par- 
z ing knife 
Minays have some im your house 


Please send me the beautity! 4 piece Quihut 


poring set Here are} Snow fioss \abeis aad SOV ’ ‘ 
SE 

Adéress — - 
eae State - 


BUT WHERE?—Fremont Kraut Co.| 
omitted the address in this coupon | 
ad in the Cincinnati Enquirer and| 
Pittsburgh Press. Bayless-Kerr Co., 

Cleveland, is the agency. 


Forbes Lithograph Boosts 3 

John A. Bogart, manager of cre-) 
ative sales of Forbes Lithograph 
Mfg. Co., Boston, has been ap- 
pointed creative sales and adver- 
tising manager of the company. 
John L. Farrell, a member of the 
creative sales staff, has been pro-| 
moted to research and sales pro- 
motion manager. In addition, Vin- 
cent L. Lanigan, gravure sales 
manager, has been named packag- 
ing sales manager. 


| 


Walther Names 4 in N.Y. | 
F. P. Walther Jr. & Associates | 
has made four appointments in its | 
New York office: Richard V.| 
Reeves moves from vp and direc-| 
tor of publicity to administrative 
vp and office manager; Ray Waters | 
moves from assistant to director of | 
publicity; G. Russell Hersam as- | 


: c Wf 
3. ana” Ch 
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. 
November Sales of Chain Stores 
November % Gain 1l Months % Gain 
1958 1957 or Loss 1958 or Loss 
Food Chains 
Colonial Stores ..$ 33,651,493 $ 35,107,218 — 4.2 $ 399,412,846 § 403,793,693 — 11 
“Grand Union ... 50,628,353 42,232,454 +19.9 361,312,556 314,283,495 +15.0 
St aykierss- 35,730,304 33,063,359 + 8.1 398,966,489 380,934,321 + 4.7 
Kroger Co. 142,297,538 135,386,271 + 5.1 1,624,704,723 1,530,690,944 + 6.1 
National Tea ... 63,347,901 59,957,989 + 5.7 713,473,630 620,035,312 415.1 
re 176,331,839 162,845,060 + 8.3 2,043,919,352 1,948,042,432 4+ 4.9 

Group Total ...$ 501,987,428 $ 468,592,351 + 7.1 $ 5,541,789,596 $ 5.197,780,197 + 6.6 
Mail Order 
Sears, Roebuck . 367,656,765 344,686,528 + 6.7 3,165,635,793 3,117,435,753 + 1.5 
Spiegel . an 16,698,946 16,910,325 — 1.2 113,761,373 107,745,470 + 5.6 
*Montgomery Ward 108,401,396 108,856,804 — 0.4 875,650,545 864,803,105 + 1.3 

Group Total ...$ 492,757,098 $ 470,453,657 + 4.7 $ 4,155,047,711 $ 4,089,984,328 + 16 
Drug Chains 
DD gps »< 6,507,413 5,727,125 +13.6 65,777,071 59,402,265 +10.7 
Walgreen ...... 22,285,558 20,976,492 + 6.2 232,843,511 213,774,031 + 8.9 

Group Total ...$ 28,792,971 $ 26,703,617 + 7.8 $ 298,61.,.582 $ 273,176,296 + 9.3 
Variety and Miscellaneous 
©American Stores 69,320,247 65,310,699 + 6.1 569,173,768 538,655,127 + 5.7 
Beck Shoe ..... 5,337,471 5,317,162 + 0.4 49,998,701 51,142,861 — 2.2 
Bond Stores .... 8,575,232 8,775,803 — 2.3 28,449,855 29,728,729 — 4.3 
Butler Bros. .... 12,695,115 12,251,460 + 3.6 149,695,204 126,839,230 +18.0 
4Diana Stores 3,383,839 3,250,886 + 4.1 12,988,585 12,176,187 + 6.7 
Edison Bros. .... 9,272,887 8,236,163 +12.6 95,541,599 87,435,679 + 9.3 
Fishman, M. H. . 1,364,098 1,405,591 — 2.9 12,931,169 13,329,493 —- 3.0 
Grant, W. T. ... 41,808,476 40,809,463 + 2.4 348,189,192 331,649,362 + 5.0 
4Grayson-Robinson 

SE cations 4,811,413 3,780,895 +27.3 17,807,548 14,314,119 +24.4 
Hartfield Stores 1,970,618 1,796,788 + 9.7 16,678,804 16,258,902 + 2.6 
‘Interstate Dept. 

RS so owes 6,560,485 6,867,213 — 4.5 51,122,197 52,524,524 — 2.7 
Kinney, G. R 6,084,000 5,412,000 +12.4 58,120,000 51,579,000 +12.7 
Kresge, S. S 33,715,860 34,719,455 — 2.9 314,526,807 312,118,602 + 0.8 
Kress, S. H. .... 13,434,485 13,013,978 + 3.2 128,857,272 129,472,726 — 0.5 
Lane Bryant Inc. 6,223,266 6,299,364 — 1.2 64,423,679 64,081,127 + 0.5 
Lerner Stores .. 16,124,200 16,088,342 + 0.2 138,016,960 141,421,037 — 2.4 
¢Mangle Stores . . 4,211,415 3,639.872 +15.7 31,710,655 30,515,816 + 3.9 
McCrory ....... 8,900,821 9,399,887 — 5.3 90,229,230 92,378,146 — 2.3 
McLellan Stores 4,921,963 4,949,090 — 0.5 48,785,853 49,057,845 — 0.5 
*Mercantile Stores Inc. 15,255,000 15,371,000 — 0.8 119,464,000 118,651,000 + 0.7 
“Miller-Woh!l Co. 3,534,222 3,455,670 + 2.3 13,524,257 13,308,422 + 1.6 

| Murphy, G. C. .. 18,039,295 18,326,901 — 1.6 170,114,323 172,502,560 — 1.4 
National Shirt .. 1,991,449 2,069,643 — 3.8 16,406,494 17,684,984 — 7.2 
Neisner Bros. ... 5,612,656 5,920,716 — 5.2 54,851,602 57,542,700 — 4.6 
Newberry, J. J. . 19,022,331 18,274,379 + 4.1 179,762,625 175,138,919 + 2.6 
Penney, J. C. 129,292,235 130,820,432 — 1.2 1,110,280,621 1,109,896,755 + .03 
Rose’s Stores 2,811,486 2,448,643 +148 24,929,101 24,145,761 + 3.2 
Sh. Corp. of 

America 6,877,129 6,145,207 +11.9 73,653,371 72,540,412 + 1.5 
/Sterchi Bros. .. 1,376,145 1,577,930 —12.8 12,433,252 13,742,364 — 9.5 
Western Auto .... 16,771,000 15,381,000 + 9.0 201,076,000 197,561,000 + 1.8 
White Stores ... 3,788,539 3,163,228 +19.8 40,062,176 32,217,084 +24.4 
Woolworth, F. W. 71,963,545 73,384,207 — 1.9 713,237,217 683,792,734 + 4.3 

Group Total ...$ 555,050,923 $ 547,663,067 + 1.3 $ 4,957,042,117 $ 4,833,413,207 + 2.6 

Combined Total $1,578,588,420 $1,513,412.692 + 4.3 $14,952,493,006 $14,394,354,028 + 3.9 


sumes the new post of marketing | 
director, and John Kiely, formerly 
of Brooke, Smith, French & Dor- 
rance, joins the agency as art di- 
rector. 


—meacnceve 


Five weeks, 39 weeks November 29. 
Ten month period. 

Four weeks, 34 weeks November 22. 
Four month period. 

Four weeks, 43 weeks November 29. 
Nine month period. 


A THIRTEEN LETTER 


WORD BEGINNING 
WITH “IME”... - 


Key word in the farm supply 
market puzzle is ‘*Merchandis- 
ing.’’ With an “M”’,, as in Farm 
Store Merchandising. It’s the new 
service magazine that fills in the 
blanks in the farm store owner's 
picture. For information, see 
BPRD Classification 44A or 
write: 

Pos eGoeangperey ese e;> "7" % 


A 
' ' ' ' ' ' 
STORE 
MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 


Formica, Philco Join in Push 

| Formica Corp. and Philco Corp. 
| have launched a special joint mer- 
chandising program. The program, 
which is keyed to the use of For- 
_mica laminated panels on Philco’s 
| Citation line of refrigerators, freez- 
(ers, combination refrigerators- 
freezers, and undercounter dish- 
washers, urges full cooperation by 
both Formica and Philco distrib- 
utors and dealers in every market 
| area. | 


_KWK Promotes Jones 

William L. Jones Jr. has been 
promoted to general manager of 
KWK, St. Louis. Mr. Jones had 


been general sales manager of the 
radio station since~last Sept. 15, 
and before that was an account ex- 
ecutive of WEMP, Milwaukee, and 
sales manager of WISN, also in| 


| 


Milwaukee. 


in the United States.* 


MARKET * 


*Seles Management, Mey 


Circulation over 23,000 daily 


ROCHESTER, MINNESOTA 


On a per household basis, Rochester families 
rank 2nd highest in retail sales per household 


Per Household 
CONSUMER SPENDABLE INCOME........ .$6768 
3 errr Tee eee aD» bile 6846 
ROCHESTER 
(Olmsted County) 
THE NEWEST 


POTENTIAL METROPOLITAN 


Where people have more money to buy 
products advertised in the POST BULLETIN 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


10, 1958 


skyline. The 52nd largest airport in the U.S. with 


A 37,000 population city with a 200,000 population | 
100,000 passengers yearly. 
| 
| 


COLOR AVAILABLE! 
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lmart advertigcere 
want kr quality... 


PROOFING STOCK FOR BLACK 


1s 
AND WHITE AND Two-cotor ADVERTISEMEN 


Another outstanding RAMCO Piston Ring ad 
... Prepared by Hanson & Stevens, Inc., Chicago 


Lmart advertigere want 
to SEE quality in print... 


} DElaware 7-5500 


KIEFFER - NOLDE ENGRAVING COMPANY 


160 EAST ILLINOIS STREET + 


. that’s why so many seek the 
kn benchmark of quality. 
The ad above is an example. 
It printed in automotive 
publications as well as it 


looked in engraver’s proofs. 


Be a smart advertiser! 
Let kn quality be a guide and 


a goal in all your ads! 


CHICAGO 11, ILLINOIS 


red 
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REDESIGNED—New pine-scented Ly- 
sol disinfectant gets this new pine- 
colored carton. The front panel is 
a dark brown with red pinstripes 
and a green label. McCann-Erick- 
son is the agency handling Lysol 
for Lehn & Fink Products Corp. 


U.S. Sticks to Guns 
on Figuring Co-op 


as Part of Tax Base 


WASHINGTON, Dec. 23—The In- 
ternal Revenue Service has reject- 
ed efforts of appliance and adver- 
tising associations to retain a tax 
exemption for cooperative adver- 
tising funds in computing federal 
excise taxes on manufactured 
products. 

A controversy over tax treat- 
ment of co-op came to a head last 
spring when Internal Revenue an- 
nounced that compulsory co-op 
contributions by retailers would be 
regarded as part of price in estab- 
lishing the excise tax base on au- 
tos, appliances and other products. 

Appliance and advertising 
groups complained that the move 
represented an unwarranted 
change in policy which would re- 
duce the amount of money avail- 
able for advertising purposes in 
newspapers and other local media. 

Final action on the rule was de- 
layed so that opponents could pre- 
sent their viewpoints at a hearing, 
which was held here May 27 (AA, 
June 2). 


As officially announced last week, 
the rule on treatment of co-op 
is identical with the proposal cir- 
culated by tax officials early this 
year. It is based on the principle 
that “any charge which is required 
by a manufacturer, producer or 
importer to be paid as condition to 
the sale of a taxable item, and 
which is not attributable to an ex- 
pense within an exclusion (author- 
ized by law) . . . is includable in 
the sale price upon which the tax 
is based.” 

At the May 27 hearing, and at a 
private meeting July 17 with De- 
puty Secretary of the Treasury 
Dan Troop Smith, business groups 
argued that co-op payments are 
not payments to the manufacturer, 
but merely a “deposit” by the ven- 
dee to guarantee his obligation to 
advertise locally in accord with his 
agreement with the manufacturer. 


= As a “deposit,” they contended, 
the co-op fund was not the prop- 
erty of the manufacturer and 
should not be regarded as part of 
the price of the item, which ordi- 
narily is subject to a federal man- 
ufacturers excise tax amounting to 
10% for autos and many other 
manufactured items. 

The issue has been pending for 
nearly three years, since a sub- 
committee of the House ways and 
means committee discovered that 
some manufacturers, particularly 
among the major household appli- 
ance producers, had been able to 
get excise tax exemption on co- 
ep, while others had been forced 


| to treat it as part of price. 
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|led the House subcommittee, but;ham, Louis & Brorby; Mr. Cress; ABP Meeting Scheduled 


In a public appearance before | Treasury officials took the position| previously was with North Ad-| Associated Business Publications 


the subcommittee, headed by Rep. 
A. J. Forand (D., R.I.) in January, 
1956, the undersecretary of the 
treasury indicated that a new rul- 


ing would be prepared, making the | K&E Names Six 

Kenyon & Eckhardt, Chicago, count executive in New York. 
has promoted Walter LeCat, act- 
ing art supervisor, to art super- 
visor and department head. K&E| Brenco Inc, Richmond, Va., 
lalso has named Luther Johnson, manufacturer of railroad car bear- 
formerly with Young & Rubicam,|ings, has appointed W. L. Towne 
| senior art director. Richard Ermoy-| Advertising, New York, to handle 
| its industrial advertising. Business 


|exemption generally available. 


=| Soon afterward, however, Inter- | 


jmal Revenue Service notified the 
subcommittee that its review of the 
| tax laws indicated that no exemp- 
| tions should be allowed under the 
existing laws. 


> }an and Joseph Cress have joined 
be Appliance and advertising| the agency as art directors. Mr. 


| Timberman vps. Mr. Shepard is an 
account executive in the Detroit 
|office; Mr. Timberman is an ac- 


Brenco to W. L. Towne 


| publications, direct mail and sales 


| groups charged the Treasury mis-| Ermoyan formerly was with Need-| literature will be used. 


that the Internal Revenue Service| vertising. K&E also has named An-| wil] hold its annual eastern confer- 
letter provided a full explanation| drew J. Shepard and Elsworth L.| ence Thursday, Feb. 26 at the Ho- 
of the reason for their change. + 


| tel Roosevelt, New York. The asso- 
|ciation’s 53rd annual meeting will 
be held May 24-27 at the Skytop 
Club, Skytop, Pa. 


CBS Appoints Two 

Richard P. Hogue, formerly 
|general manager of WXIX, Mil- 
waukee, succeeding Frank J. 
|Shakespeare Jr., who has been 
transferred to the manager’s post 
at WCBS-TV, New York. Both are 
CBS stations. 


| 


| 
| 
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Conrad Manages Promotion 

Jack H. Conrad has been named | 
sales promotion manager of the | 
flexible packaging division of Pol- 
lock Paper Corp., Dallas. He for- 
merly was sales manager of the 
label division, and for the past six 
years sales manager of sales pro- 
motion of the bakery packaging 
division. 


NBC, CBS Switch Outlets 
WABI-TV will replace WLBZ- 
TV as the Bangor, Me., affiliate of 
CBS-TV effective Feb. 1. As of the | 
same date WLBZ-TV will replace | 


WABI-TV as the NBC-TV outlet in | 
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that city. At the same time, 
WAGM.-TV, Presque Isle, Me., will 


|join CBS as an extended market 


plan station. | 


Precision Names Bonfield 


Precision Instrument Co., San | 


Carlos, Cal., manufacturer of tran- | 
| sistorized magnetic tape recorders 
'for instrumentation and data han- 


dling, has appointed Bonfield Asso- | 
ciates Inc., Oakland, Cal., to handle | 
all advertising and sales promo- | 
tion. | 


Coolican Names Weiss VP 
Richard E. Weiss, formerly ad- 


vertising and sales promotion man- | 
ager of the Easy laundry appli- 
ances division of Murray Corp. of | 
America, has joined Coolican, Coe 
& Coolican, Syracuse, N. Y., as vp} 
of an expanded industrial division | 
of the agency. 


‘Mail Order Copy 


Inspires Adwoman 


to Push Own Wares 
New YorK, Dec. 24—A free- 


\lance copywriter, who has been 


| Two to Reuter & Bragdon 


promoting other people’s products 


(2 egies 
wie 
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jof her own—one she would like 
|to promote, and also one that she 
|could get someone else to manu- 
‘facture. 

| The product she chose was “per- 
| sonalized” home-made candy. The 
gimmick was the idea of inscrib- 
ing the name of the recipient on 
the box. She sold the idea to an 


Reuter & Bragdon, Pittsburgh, | Since 1949, has decided it’s time to| established candy maker, and the 


has added two accounts: 
Stone Co., Pittsburgh, supplier of 
stone products for the construction 


own. 
The copywriter, Sylvia Brown, 


Canyon |try promoting a product of her/|two are now in business as Sylvia 


|Brown Candymakers, producer of 
| “scrumptious home-made old-time 


and modernization of commercial | jafter watching her clients grow |recipe chocolates”—to quote the 


buildings and homes, and Clear- | 


‘and prosper, 


became convinced mail order ads copywriter Brown 


field Cheese Co., Curwensville, Pa.,| that the thing for her to do was|is running in Esquire and House 
'to think of a mail order product) '& Garden. 


producer of process cheese. 


@%%@ 


A private line to 1.6 million different 


families. What connections—more than any other 
station in New York!* And look who’s doing the selling: 
star personalities like Jack Sterling, Freeman & Hayes, 
Lanny Ross, Galen Drake, Jim Lowe and Martha Wright. 


They'll boost your sales...easy as Pl 2345 | 


WCBS RADIO 


REPRESENTED BY CBS RADIO SPOT SALES 


*WCBS daily average: 1,633,400 different homes. Latest Cumulative Pulse Anaiysis, December 1957. 


® Before setting up her own free 
lance service, she was with Law- 
rence Gumbinner Advertising and 
William A. Weintraub agency. 
Two of her favorite slogans, pen- 
ned since she started free lancing, 
are: “If it’s a Millikin fabric. . 
it’s a material success” and “If 
it’s out of this world, it’s here,” 
the latter being for the Kaufman’s 
store in Pittsburgh. + 


THIS? | 


ANGELES 
\ 


| 60 MILES 


It’s comforting to have Full 
Coverage. 

You won’t be out “in the 
cold” in San Bernardino, 
California, when you use the 
San Bernardino Sun and 
Telegram. The only daily 
and Sunday newspaper in 
this outstanding market. 

Only .0066% of the total 
circulation of the Los Ange- 
les dailies reach this rich, 
profitable, independent Mar- 
ket over 60 miles from Los 
Angeles. 

Please remember... San 
Bernardino is the major mar- 
ket in California’s 4th Larg- 
est Metropolitan Area, 6th 
in the Pacific Coast, and 29th 
in the Nation. 


Vv 


SAN BERNARDINO 
SUN and TELEGRAM 


SAN BERNARDINO, CALIFORNIA 


presented Nationally by Cremer. & Woodwurd Ir 
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networks is not only completely 
erroneous but pretty sloppy jour- 
|nalism. Here’s why: 

1. Tv film commercials are made 
under the jurisdiction of the 
Screen Actors Guild. AFTRA has 
jurisdiction only over live tv, vid- 
|reputation from movies, plays,;| gasoline will give me more ee and electronic recordings. 
Product: Their Reputation | stories and the like which ridicule per gallon than any other gasoline.) 2. Miss Jones is quoted as say- 

To the Editor: Perhaps we in the the advertising profession. It’s | Anyone can easily add to that list. |ing, “I did six tv films in a single 
advertising profession don’t de- true, we are. But where are they | All of which are so open to ridi-| day and the final pay, counting re- 
serve the reputation we think we setting their material? Let’s take | cule. | siduals, came to $34,000.” AFTRA 
do. Granted, we contribute a lot of 'a look at a few of the ads of our; We all realize, of course, what a/| took the trouble to check this with 
our time and our effort to prevent|most highly advertised products | good thing advertising has done | both Miss Jones and Hal Boyle, 
forest fires, build better schools, through their convictions. land is doing for the good of our | Associated Press feature writer, 
enliven the people’s faith in God,| Advertisements are trying to| country, but if we in the advertis- | who did the interview. Both par- 
stamp out prejudice, 
mong All a the well-being of the| detergent will give mie wien 
people and the country. That all|clothes than any other detergent, | 
goes well in building ourselves a/ any aspirin will give me faster re- 
good reputation, too, But what lief than any other aspirin, any 
about the reputation we get from toothpaste will clean my teeth 
that which we do most of all. The | whiter than any other toothpaste, 
advertising of products. any filter cigaret will filter better 

We say we are receiving a bad' than any other filter cigaret, any 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Advertisers Sell More Than 


good reputation, we must realize | was $24,000. 
that, as in all professions, it takes 
everyone to build a good reputa-|she made the six “tv films” over 
tion but only a few to tear it down. the course of one week, not one 
Let’s not all follow one adver- | day. 
tisement thereby creating unbe-| 
lievable statements. It’s easy for|give a testimonial endorsement, 
one to say, “Fly the fastest to Eu-| not just a routine commercial, and 
rope,” for another to say, “The| her fee was predicated upon her 
Fastest Flight to Europe,” and yet| standing as an outstanding beauty 
alsother to say “To Europe, Fly the | authority and model. Therefore it 
Fastest.” Think how much better, would be analogous to saying, by 
how much more effective the ad! your reasoning, that a top baseball 
was that said, “Starting Dec. 20,|star made $25,000 in six seconds 


p a — x 
ae. te +. . a 


and much| convince me, as a viewer, that: any|ing profession are looking for a|ties agree that the correct ested 


3. Further, Miss Jones says that! 


4. Miss Jones was employed to, 


How Do You C 


atch Your Customer's Eye? 
. { j ) Y } 


Good printing catches your customer’s eye—catches it and holds it. 
The kind of printing done by Johnson Printing, Inc. 
When you see the work of Jchnson Printing, you know why it 
commands attention. It’s the kind of clean, sharp four-color work 
that demands top craftsmen and fine modern equipment. 
Johnson’s skilled, dedicated craftsmen and modern equipment— 
most of it under two years old—show in the sharp 
registry and brilliant color of the work. 
Most of your customers won’t be able to explain in detail why 
the printing Johnson does for you will be so impressive. 
But they’ll get the idea—and you'll get the benefit. 
Some of America’s best-known companies have discovered the 
accurate, quality work and dependable service 
that has built Johnson Printing, Inc., into one of the finest 
and most complete plants in the Midwest. 


the Atlantic Ocean Will Be 20% 
Smaller.” 

If people lose their respect for 
anyone or anything connected with 
a product, they can well lose their 
respect for all concerned. Through 
the ads we create, we are selling 
more than just a product. We are 
selling everyone and everything 
connected with that product, in- 
cluding our reputation. 

George Annand, 
New York. 
e 


Greetings to the Boss 

To the Editor: What happens, I 
wonder, to the assistant advertis- | 
ing manager who is quoted in a| 
national publication (Ad Age, Dec. | 
1) as having penned the following: 
“Every ad manager I have ever 
known claims he is up to his ears 
in work. He is always fighting 
deadlines and is doing things he in- 
sists should be handled by other 
departments and you would think 
that he welcomes every bit of help 
he can get. But for some perverse 
reason he has a tendency to keep 
one of his biggest sources of help— 
the advertising agency—at arm’s 
length.” 

I hope assistant ad manager 
George Gross of Monsanto Chemi- 
cal Co. has a genial boss. If, in- 
deed, he has one at all. 

Stafford Osborn, 

Advertising Manager, Reed & 

Barton, Taunton, Mass. 


‘Talent and Reputation, Base 
_of ‘Name’ Performers’ Pay 

| To the Editor: Re the editorial 
‘column in the Dec. 8 issue of Ap- 


because that’s about how long it 
would take him to sign a testimon- 
ial for Wheaties or Gillette. 

5. You neglected the most im- 
portant point: that these six filmed 
testimonials by Miss Jones have 
been used on television from coast 
to coast, over and over and over 
again, since 1953 and are still be- 
ing used (by Cashmere Bouquet 
soap). 

It is because of this tendency by 
the advertiser to re-use radio and 
television commercials over a long 
period of time that AFTRA is seek- 
ing to set reasonable scales for per- 


formers whose work is inscribed) 


on videotape or a radio transcrip- 
tion. You must realize this: Miss 
Jones (or any “name” performer) 


does not work for “scale” but ne-| 


aa 
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You can be sure of prompt action. 
The fact of the matter is that 
employment agencies are one of 
the important avenues that every 
|thoughtful job seeker should ex- 
plore. I’m sure that many who 
have done so, know that in execu- 
tive placement, the fee is usually 
paid by the employer, not the 
employe. Most of my own execu- 
tive positions are employer paid. 
Maxwell Harper, 


President, Harper Associates 
| Ine., New York. 
7 + . 


‘Some Juice Might Help 

To the Editor: “Much typing 
strain,” reads the lead in this ad- 
vertisement, “comes from holding 
hands up at the keys.” 

I would imagine a_ certain 
amount of typing strain must also 


1959 Golden -Touch Electric - by underwood 


New “Fioating Keyboard" 
heips stop typing strain! 


=) 


underwood, 
result from not plugging in the 
typewriter, n’est-ce pas? 

John E. Rodwell, 
| Copy Supervisor, The Rumrill 
Co., Rochester, N. Y. 


|by the Eye and Ear man in your! 


gotiates individual contracts whose | 
terms reflect the performer’s talent | 9 7 ” 
and reputation. Matter Set Straight 

Please come back from right| To the Editor: In your issue of 
field and play the news down the Dec. 1 you quoted from my talk 
middle as has been ADVERTISING | before the Direct Mail Advertising 
Ace’s policy in the past. | Assn. session for agencies. The sto- 

Richard A. Jackson, ry had a prominent position in the 

Director of Public Relations, | paper and quite a number of peo- 

American Federation of Tele- | ple, reading it, have taken me to 

vision & Radio Artists, New | task for an unfortunate ambiguity. 

York. | Your story carried the following 
he from my speech: 

“Creative people have observed 
Says Fee Is Paid by ‘the cold shoulder, the curled lip 
Employer—Not Employe }and the elevated nose with which 

article,| Four A’s management has tradi- 


To the Editor: The 
“Advice to the Mature Job Seeker,” | tionally looked at direct mail.” 
Although I had no such intention, 


Dec. 8 issue presents some novel 
views. 

From the vantage point of plac- 
ing executives 


throughout this) 
country and abroad for more years | 
| than I am willing to admit, I’d say 


Why not find out for yourself? Here’s our address: 


JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 


| VERTISING AGE: Your blithe linkage| the value of some of the steps he 
of an alleged quote by Candy advises is, at least, debatable. 
Jones, model-and tv commercial! Every campaign must be geared 
|actress, with AFTRA’s current ne-|to the individual’s own person- 
gotiations with the broadcasting/ality. His approach must be 
‘uniquely his own or it will ring as 
phony as a lead quarter. 


se Key = ll) cheerfully concede that 
gi there is no sure-fire way to ap- 
g proach the job-hunting problem 
3 and, therefore, the article is valu- 
g | able if it only stimulates some 
thoughts and points to a few ob- 
hen you advertise in The Financial Post, you ; vious steps in this important 
adve se ely and e ively. You ad- ge - when an opini i 
rtise lectiv ffecti yer, pinion is 
vertise economically because your message 9) offered ae:tact I know you'll wont 
gto correct it in your columns. 
goes where you want it to go. . . without wastage 4, _Employment agencies do not 
g| charge fees, fat or otherwise, un- 
. . » where it counts. You reach, influence and sell yess they first earn the fee. They 


|}ean charge only if they are di- 
‘rectly responsible in the opinion 
§ of the executive and the employer 
fi for bringing these two together. 
f|In most states this is covered by 
g| laws regulating employment agen- 
g cies. If there are any operating 
g| otherwise, a dozen or more em- 

ployment agency trade associa- 
tions, Better Business Bureaus, 
§|Chambers of Commerce and gov- 
ernmen: regulatory bodies would 
like to know of specific instances. 


Canada’s biggest buyers. 


481 University Avenue, Toronto 2 
1242 Peel Street, Montreal 2 


The Financial Post 


Canada's foremost business newspaper 


|I can see how this statement seems 
| to implicate the management of 
the Four A’s, whereas my original 
reference was to the management 
of agency members of the Four A’s. 
Obviously, this is not clear and I 
apologize. 

To make matters worse the 
statement was not actually in the 
speech when it was finally deliv- 
ered and the quotation comes from 
an advance copy which was subse- 
quently edited at the very last mo- 
ment. The line was changed to 
state that “most agencies” have 
felt this way about direct mail. 

Corrections rarely if ever catch 
up to the original errors, but I 
would appreciate your printing 
this letter in the hope that it will 
set the matter straight. 

Ferd Ziegler, 

Vice-President, McCann- 

Erickson Inc., New York. 


In U. S., the Screen 
Audience Is Captive 

To the Editor: We at the Thea- 
tre-screen Advertising Bureau 
were very interested in your re- 
port (Dec. 1) on theater screen ad- 
vertising in France. The inter- 
view with Andre Pierre Albert 
Sarrut was excellent but some of 
M. Sarrut’s explanation of French 
theater policy on movie commer- 
cials is not applicable to this 
country. 

M. Sarrut stated in your inter- 
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view that the theater audience} 
is not a captive one any more than) 
a television audience is. He said | 
that commercials are sandwiched) 
between feature films and while! 
they are being shown the house | 
lights are on. Thus, there is a} 
good deal of movement in the au-| 
dience. 

Such might be the case in| 
France. However, the five mem-| 
bers of the Theatre-screen Adver- 
tising Bureau who produce and 
distribute theater commercials in 
this country include with each 
ecntract the following clause: “The 
display of the ads will be made} 
when the theater is dark and the! 
audience is seated, but not immedi-| 
ately opening or closing any pro- 
gram.” 

As a practical matter, the screen 
advertisements are shown along 
with other short subjects in the 
15,000 theaters showing screen 
commercials at this time. Theater 
managers naturally show the 
short-subject reel, which includes 
the previews of forthcoming at- 
tractions, at the time during each 
showing when the audience for 
that showing is at its height. It is a 
“captive” audience in a very real 
sense. 

Gordon Winkler, 

Information Director, Theatre- 

screen Advertising Bureau, 

Chicago. 


Rand McNally Series 
Is Calkins & Holden's 

To the Editor: We loved The) 
Creative Man’s column in the Dec. | 
8 issue on “Look for Poetry and 
Find It.” We are very proud of| 
our unique advertising for Rand 
McNally and certainly like your es- 
teemed recognition. 

The only problem, of course, is 
the quote of the equally esteemed | 
Walter Guild at the end of the) 
story. To many people this indi- 
cated that Walter and his agency 
had something to do with the Rand 
McNally advertising—which, of 
course, is not true. If you can do 
something in a future issue to cor- 
rect this understanding, and give 
Calkins & Holden its proper credit, 
we will be most grateful. 

William A. Chalmers, 

Executive Vice-President, Cal- 

kins & Holden, New York. 


1961, Perhaps, for 
Something New? 

To the Editor: The Creative Man 
bangs away at Chrysler Corp. again | 
Dec. 1, this time with deft reason- | 
ing. In the dim shadows of evening | 
it would be hard indeed to find the 
revisions that herald the new cars| 
of the Forward Look. 

But then, Creative Man, let’s not) 
forget that back in 1957 they were | 
telling us (about Plymouth) that 
“Suddenly It’s. 1960!” That hinted | 
strongly of the needlessness of ex- | 
pecting any new models in the en- 
suing three years. 

So let’s be patient. After all,| 
we’re just edging into 1959. Per- 
haps we'll find some changes in the 
1961 Chrysler Corp. cars. 

Jim Moon, 
Jaekson, Mich. 


Praise for Two Features 

To the Editor: This is strictly a 
fan letter. 

Your issue of Dec. 8 contained 
two columns that I thought were 
absolutely top-echelon. 

First, Bedell’s decapitation of the 
Lincoln ad approach was enjoyed 
more than the predecessor’s Get- 
tysburg piece. 

Secondly, your “Eye and Ear 
Man” in his advice to the mature 
job seeker, displayed something I 
almost never see in ad magazines— 
a feeling of honest, human sympa- 
thy for those who fall out of em- 
ployment for one reason or anoth-| 
er, | 
Anyhow, for however little it! 
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matters, please accept from a 
country state the sincere admira- 
tion of one of your subscribers! 
Mert Reade, 
Advertising Director, Valley 
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Sets Record Straight on an . . ’ e@eeeeeeeeeeeeeeeeeeeeeeee 

‘Doctor Business’ Author 4 a 
To the Editor: We read with a . “ : 

great deal of interest your Mr. ’ Bae hh e ii. You never worry 

Crain’s article in the Dec. 1 issue of » , ; , ee, 

ADVERTISING AGE entitled “Pharma- = an 

ceutical Advertising to Doctors ae when you 

Needs No Apology.” It is excellent 0 2 (a Paes z 

and should be widely circulated. . ; Fs 
In the second paragraph of your 


editorial | you state that Richard | " 2 aa USE THE SERVICES OF 
Carter “is reported to have been) 


employed at one time by Pfizer.’’| pote? 7 : 

May we point out that Carter was) be ee bee al 

never an employe of our company oe —- ‘alt acct : 

but was employed by an agency ' “hing ELECTROTYPE COMPANY, INC. 
which at one time handled the) eS . i a ; Electrotypes e Plastic Plates « R.O.P. Mats 


Pfizer account, sail te 5 160 East Illinois Street, Chicago 11 « DElaware 7-1541 
G. H. Weiler Jr., 

Director of Public Relations, 

Chas. Pfizer & Co., New York. 
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Effective January 1, 1959 


Press Publishing Co. Inc, publishers 
of the Atlantic City Press 


announce the appointment of 


Scolaro, Meeker & Scott, Inc. 


NEW YORK »* PHILADELPHIA » CHICAGO * DETROIT 


and 
Doyle & Hawley 


SAN FRANCISCO + LOS ANGELES 
as National Advertisin 1g Representatives 


Atlantic City Press 


ROLLAND L. ADAMS, PRESIDENT 


ATLANTIC CITY, NEW JERSEY 
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Conventions 


*Indicates first listing in this column. 


national winter conference, Morrison Ho- 
tel, Chicago. 


Toronto chapter annual seminar (market- 
ing for management), University of To- 
ronto. | 

Jan. 16-17, 1959. Mutual Advertising | 
and workshop meeting, Plaza Hotel, New | 
York. 

Jan. 19-21, 1959. Newspaper Advertising | 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

Jan. 23-25, 


| 
’ 
1959. Advertising Assn. of 
the West, midwinter conference, San Jose 


Cal. 
Jan. 23-25, 1959. National Advertising 
Agency Network, eastern regional con- 


ference, Hotel Statler, Washington, D.C. 


| 

Jan. 27, 1958. Magazine Publishers Assn. | 

Midwest regional convention, Sheraton 
Hotel, Chicago. } 
Jan. 29, 1959. Assn. of National Ad- | 


vertisers, Cooperative Advertising Work- | 
shop, Hotel Pierre, New York. 

Feb. 15-17, 1959. Inland Daily Press | 
Assn., winter meeting, Drake Hotel, Chi- | 
cago. 

Feb. 26-28, 1959. Illinois Daily News- | 
paper Markets, local and national adver- 
tising managers workshop clinics, Leland 
Hetel, Springfield, Il. 

March 2-3, 1959. New England News- 
paper Advertising Executives Assn., win- 
ter meeting,Rarker House, Boston. 

March 5-6, 1959. Assn. of National Ad- 
vertisers, Advertising to Business and 
Industry, Hotel Webster Hall, Pittsburgh. 

March 5-6, 1959. Magazine Publishers 
Assn., Public Affairs Council, Sheraton 
Park Hotel, Washington, D.C. | 

March 24-26, 1959. Point-of-Purchase | 
Advertising Institute, 13th annual exhibit. 
Palmer House, Chicago. 

April 5-8, 1959. National Retail Mer- 
chants Assn., sales promotion division, 
Eden Roc Hotel, Miami Beach. 

April 7, 1959. Premium Assn. of Ameri- | 
ca, 26th national conference, Navy Pier 
Chicago | 

April 12-14, 1959. Assn. of National Ad- | 
vertisers, annual West Coast mecting, 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

April 12-16, 1959. National Business Pub- 
lications, annual spring meeting, Jokake 
and Paradise Inns, Phoenix, Ariz. 

April 20-23, 1959. Bureau of Advertising, 
American Newspaper Publishers Assn.,| 
Waldorf-Astoria, New York. | 

April 29-30, 1959. International Adver-| 
tising Assn., annual convention, Hotel | 
Roosevelt, New York. | 

April 30-May 3, 1959. Advertising Fed- 
eration of America, Fourth District, Tides 
Hotel and Bath Club, St. Petersburg, Fla. 

May 4-6, 1959. Assn. of Canadian ae 


vertisers, 44th annual conference, Royal 
York Hotel, Toronto. 
May 17-20, 1959. National Newspaper) 
Promotion Assn., national convention, | 
Hotel Deauville, Miami Beach. 
May 20-22, 1959. Assn. of 
| Advertisers, spring meeting, 
+ Beach, Hotel, Chicago 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
#management conference, Skytop Lodge, 
‘Skytop, Pa. 

June 7-10, 1959. Advertising Federation | 
of America, 55th annual convention, Hotel 
Leamington, Minneapolis. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

*June 12-16, 1959. National Federation of 
Advertising Agencies, annual convention, 
Chatham Bars Inn, Chatham, Mass. 

June 14-17, 1959. Newspaper Advertising 
Executives Assn., summer meeting, Ocean 
Forest Hotel, Myrtle Beach, S. C. 

June 14-17, 1959. National Industrial Ad- 
vertisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San 
Francisco. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 

Oct. 25-28, 1959. National 


-~ bs a? 


National 
Edgewater | 


Newspaper 


Schroeder Hotel, Milwaukee. | 


Dembeck Rejoins United 

Adeline A. Dembeck has re- 
joined the United Piece Dye! 
Works, New York, as director of | 
advertising and promotion, after a | 
two-year absence spent traveling | 
and in California. Prior to this in- | 
terval she had been with the com- | 
pany as ad and promotion director 
for nine years. 


Buys ‘Furniture Design’ 
Graphic Arts Publishing Co., 
Chicago, publisher of Graphic Arts 
Monthly, has purchased Furniture 
Design & Manufacturing, formerly 
Furniture News, from Cosgrove 
Publishing Co. Myron F. Lewis and 
Louis I. Lewis will be co-publish- 
ers and David Shulman business 
manager. 


Jan. 9, 1959. American Marketing ket. | 


Promotion Assn., central regional meeting, | : 


Set $1,100,000 Push for 
Portable Italian Organ 

| Organ Corp. of America, Long 
Island City, is putting into national 

| distribution a portable “easy to 
play” electric organ imported from 


Italy. A $600,000 co-op campaign is with numbered notes in special | 


| sight.” The instrument has a two- 


and-a-half octave treble keyboard 
played by the right hand, and 40 


chord buttons to be played by the! 


left hand. The keys and chord but- 
toms are numbered to correspond 


now under way. A $506,000 nation-| music books provided with the or- 


Dec. 28-30. American Marketing Assn., al push is scheduled to start in| 8&8". Wexton Co., New York, is the 


March in media now being select- | @8ency. 


appliance, department and music 
stores. 


ed. The organ sells for $199.95 in| 


Clark Joins Kling Studios 


William J. Clark, formerly man- 


Co-op ads for the organ are | ager of Frank Mayer & Associates, 


a note of music . 


Agency Network, first quarterly business | headlined “Even if you don’t know | Chicago display specialists, has 
- + you can play| been named vp and account ex.| 


the concert electric chord organ at | ecutive of Kling Studios, Chicago. 


Advertising Age, December 29, 1958 


| ‘Environmental Quarterly’ 
|Changes Hands 

Environmental Quarterly, found- 
ed three years ago by Environmen- 
tal Equipment Institute, Princeton, 
N. J., has been acquired by Envi- 
ronmental Publications Inc., a new 
company, and will be continued as 
an independent publication at 9 
Spring St., Princeton, N. J. The 
new company is headed by Martin 
|Z. Post, former Associated Press 
| editor in New York. The existing 
|rate card, with base rate of $195, 
| will be continued. But it is planned 
to make the publication a bi- 
|monthly in mid-1959, Mr. Post 


|said, at which time rates and for- 
mat will be changed. 

| Environmental engineers test su- 
|personic aircraft, rockets and mis- 
siles under extremes of altitude, 
temperature and humidity as well 
|as vibrations and shock. 


Untermeyer Joins Bandelier 

Henry Untermeyer, formerly 
with CBS, has joined Bandelier 
Films, Albuquerque, N. M., ani- 
mated cartoon commercial pro- 
|ducer, as vp and head of Bande- 
lier’s new San Francisco office in 
the Hotel Canterbury, 750 Sutten 
St., San Francisco. 
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'n1958,Lestoil's entire advertising budget 
£$2,000,000) went into spot television... 
Making this fabulously successful house- 


hold cleaner the medium's largest singles 


@roduct advertiser! Amazing, for a Client sai 


mwnich spent just $10,000 for advertising — 


% 


eo as Sa 


'99254.Even more so,when you consider 


Piste 
eee 


be x 


the fact that Lestoil has no large-scale 
_ . eeeetion west of the Mississippi and 
it S0Ut Gf Washington, D.C. 


This-@is@ibution pattern is one reason 


Lestoif Gem Spot television. There’s no 


waste circifatien: Lestoil.puts its money 

: where the pF@@uGt is. Spot (el/6ViSIOn'ss 

4 .-—«¢ombination of Sight, Sound and motion : 
4 creates demand, forcéS@istnbution, seis, 


Naturally, the tv stationS-we represent 


in New York, Chicago, Philadelphia, Mil= — 
waukee, St. Louis and Washington all run 


Ban er 


semcstoll schedules. (And not hard-to-get — 
@agouncements in prime time either. Just 
 eeaty of low-cost announcements in so- 
= eeued fringe” time, 52 weeks a year.) 
wee ee See a typical Lestoil schedule. 
SAG seen tens produce one for you that 


FY Sat ud take * Clty, 


¥ 


| Mietches igin economy... and resuits. 


’ CBS TELEVISION SPOT SALES 
_) Repreaenting WCAS-TY Now York, WEAU.TV Philedeipnia, WTOP-TV Wash- 
_ Maton, WAT’ Charente, Wa Fe Florance. KMOX-TY St. Louls, WXIX Milwaukee, 

| WOBRETY Cricnet KNX" Lov Angeles, KOUL-TY Nowston, KOIN-TV Portians, 
WdAT Jnckganyiiie, NBs 


CBS Tastevision Pacitic 
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Cooper Buys WICC Stations 
A group headed by Kenneth M. 
Cooper, broadcaster of Loudon- 


WICC-TV, Bridgeport, Conn., from 
the Bridgeport Broadcasting Co. 
for an estimated $1,700,000. The 
sale is subject to the usual FCC ap- 
proval. Mr. Cooper’s associates in 
the purchase are Eric Siday, an ar- 
ranger for musical commercials, 
and John Metts, Providence busi- 
ness man. 


Skinner to Anderson & Cairns 


Advertising Age, December 29, 1958 


| tising for William Skinner & Sons, 
|New York, fabric producer. Elling- | 
ton & Co. formerly handled the| 
|copywriter at MacManus, John &| 
Adams, has joined Anderson &| 
Cairns as a copywriter. 


Wagemaker Names Aves 
Wagemaker Co., Grand Rapids, 
Mich., maker of Wolverine boats, 
has appointed Wesley Aves & 
Associates, Grand Rapids, to 


handle advertising for its three 
outboard lines. Hall Advertising 


Anderson & Cairns, New York,| Agency is the previous agency of 


has been named to handle adver- 


record. 


Child’s World to Gordoa 

Child’s World Inc., Chicago pub- 
lisher of an illustrated reference 
ville, N. Y., has bought WICC and |@ccount. Betty Barton, formerly a jiprary for children, has named 


Phil Gordon Agency, Chicago, to 
handle its home division. Erle Bak- 
er Advertising Co. continues to 
handle the school division. 


Bruce & Co. Gains One 

The Horton Chuck division of 
Greenfield Tap & Die Co., Green- 
field, Mass., has appointed Rich- 
ard Bruce & Co., Greenfield, to 
handle its advertising. Charles 
Palm & Co., Bloomfield, Conn., 
formerly handled the account. 


‘Lees Carpets Pushes | 
New Label in ‘59 Ads 


ATLANTIC City, Dec. 23—To in- 
crease the impact of its brand iden-| 
| tification for “those heavenly car-| 
| pets by Lees” the Bridgeport, Pa. | 
floor covering manufacturing com- | 
pany will introduce a new trade-| 
mark in 1959 as part of the most) 
intensive advertising campaign of 
its 112-year history. 

Carl R. Asher, director of adver- | 
tising and sales promotion of James | 
Lees & Sons Co., told the company’s 


|annual sales conference here that 


ees pee 
UMD he Sei 


ae ne peo iy 


| 
| 
| 


We heaventy to tee! sure fmecgine smpentet 
sure of becwig, sare of wear. “ . 


with those heaventy carpets by L268 


IDENTIFICATION—This magazine ad 

helps introduce Lees’ new trade- 

mark (on dangling tag below car- 

pet). N. W. Ayer & Son is the 
agency. 


the heavy campaign will be used 
to “relieve the consumer anxieties 
about mechanical excellence of 
carpet and leave her free to select 
on the basis of color and style she 
wants at the price she wants to 
pay.” 

The 1959 campaign, he said, will 
seek to create the image that Lees 
retailers are trusted experts who 
will provide sound carpeting ad- 
vice. 


s The campaign, all in color, will 
be built around the mass circula- 
tions of Life and Reader’s Digest. 
Beamed specifically at home fur- 
nishings prospects, Lees ads also 
will appear in Better Homes & 
Gardens Furnishing Annual, House 
Beautiful, House & Garden, House 
& Garden Decorating Annual and 
Living for Young Homemakers. 
For more local support, Lees will 
take space in Family Weekly, Pa- 
rade and Sunday group plus a se- 
lected list of independent Sunday 
newspaper supplements. 
The push is designed to hit a 
total of 260 markets. 
Supplementing the consumer 
schedule is a heavy program of 
trade advertising, using Floor Cov- 
ering Profits, Floor Covering 
Weekly, Home Furnishings Daily, 
National Furniture Review and the 
New York Journal of Commerce. 


s The new Lees insignia incorpo- 
rates for the first time the long- 
popular Lees slogan . “those 
heavenly carpets by Lees.” A small 
yellow angel is shown on one of 
the “flying carpets.” 

N. W. Ayer & Son, Philadelphia, 
is the agency. # 


Conn Organ Names Koh! A.M. 

Conn Organ Corp., Elkhart, Ind., 
has appointed Robert J. Kohl ad- 
vertising and sales promotion man- 
ager, a new position. The post in- 
corporates most of the duties 
formerly carried out by the late 
Vera Shields, former ad manager, 
and those of the late Jack Bridges, 
former promotion manager. Mr. 
Kohl formerly was advertising and 
sales promotion manager of the 
Society for Visual Education and 
for the Ampro divisions of General 
Precision Equipment Corp., New 
York. 


American Felt to Kelly, Nason 

American Felt Co., Glenville, 
Conn., will move its account Jan. 1 
from J. M. Hickerson Inc. to Kelly, 
Nason, New York. The company 
manufactures wool fiber and syn- 
thetic fiber felts. 


Vogue Promotes Hornsleth 

Paul Hornsleth, who has been in 
charge of sales and promotion of 
Vogue Pattern Service, has been 
named manager of all pattern ac- 
tivities emanating from the New 
York office. 
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OPEN SESAME 
TO SALES 
IN MEMPHIS! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


Right now, the door is wide open 
for bigger sales and profits for you 
in Memphis! We've wrapped up 40% 
of the market for you—the Negroes 
in the Memphis market area! 


The facts and figures are pretty 
overwhelming! Within WDIA’s lis- 
tening pattern are 1,237,686 Negroes 
—almost 10% of all the Negroes in 
the entire country! They totaled up 
earnings of $616,294,100 last year. 
And they spent—on the average— 
80% of this income on consumer 
goods! 


And you can’t reach this big buy- 
ing market with any other medium! 
Negro newspaper and magazine 
readership is low. Television set own- 
ership is low. And you don’t reach 
the Memphis Negro with any other 
radio station, because he listens first 
and foremost to WDIA. Then buys 
the products he hears advertised on 
his station! That’s proof positive that 
WDIA’s unique combination of per- 
sonal appeal and high powered sales- 
manship pays off big! 


SALES RESPONSIVE! 


Last year, the Memphis Negro 
market bought 47.9% of the sugar 
sold in Memphis . . . 56.2% of the 
tooth powder . . . 52.7% of the face 
powder .. . 78.4% of the packaged 
rice! 


WDIA consistently carries a larger 
number of national advertisers than 
any other radio station in Memphis! 
Saleswise advertisers who have dis- 
covered that to reach—and sell—the 
Memphis Negro, it takes WDIA! This 
impressive, year-round list includes 
such names as: 


BLUE PLATE FOODS .. . EDSEL 
AUTOMOBILES .. . GENERAL 
FOODS CORPORATION .. . 
GROVE LABORATORIES ... 
KELLOGG CORN FLAKES ... 
KROGER STORES ... 
HAMS 


IT'S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% 


more rating points than the 
next-ranking station! 
Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 74.1 


We've got the market—and the 
medium! Why not drop us a line? 
We'd like to show you how WDIA 
can open the door to high volume 
sales and profits for you . . . in the 
sales responsive Memphis Negro 
market! 


WDIA is represented nationally by 
John E. Pearson Company. 


EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, JR., 
Sales Manager 


Along the Media Path 


Practical Builder is sending out 
reprints of an article, “What's Dif- 
ferent About the new MPS'’s,” 
which tells about the new Federal 
Housing Administration minimum 
property standards. The article is 
from PB’s December issue. 


e Reader's Digest has adopted a 
policy of not accepting 


reader to turn the magazine side- 


plies only to run of the publication 
ads, not to.coupons, gatefolds, or 
other special inserts, Reader’s Di- 
gest says. 


e The Chicago Tribune will run a 
special supplement, “Paint Up) 
Time,” April 26, tying in with Chi- 
cago’s annual spring clean-up peri- 
od, which begins April 25. 


e The ninth annual 
Times Travel Show, Jan. 
will include participation by t 
Hartford Automobile Dealers Assn. | 
this year. The association will have 
displays emphasizing the ease and 
convenience of auto travel. 


Hartford | 


e In its December issue, 
Specifying Engineer offered to buy 


October issue for $1 each in order | 
to fill retroactive subscriptions for | 
the new publication. The publica- 
tion reports it received 77 copies! 
of the September magazine and 84 
copies of the October issue before 
the offer expired. 


e “Here Are 
Spectaculars” is the title of a new 
12-page brochure promoting the 
medium in the New York market. 
The brochure is available from Self 
Winding Clock Co., 73 Varick St., 
New York 13. 


e Model Railroader is celebrating 
its 25th anniversary with a special 
issue in January, out Dec. 30. The 


“sideways” | 
ads—those ads which require the 


ways to read it. The restriction ap- | 


11- 17, | 
he 


Actual) executives on the morning of Dec. 


back copies of its inaugural Sep-| 
tember issue for $2 each and of its | 


the Facts on Clock! 


special issue is devoted to the “best | 


of model railroading as a creative, | 
adult hobby,” the publisher says. ! 


e WTVT, Tampa, has joined the 
roster of tv stations which have 
added editorial broadcasts; the 
Tampa station’s are aired nightly 
at 6:30. 


e Petersen Publishing Co., Bever- 
ily Hills, Cal. will inaugurate a 
reader service department in Feb- 
ruary. 


| 


|@ Upcoming promotions by Sev- 
_enteen include a teen age home- 
|sewing campaign and a teen age | 
fashion promotion, both in Jan-| 
uary. 
| 
e Coffee cups imprinted “Electri-| 
ical Merchandistng—Magazine of 
the Appliance Pros.”’ are the latest 
promotion pieces sent out by the) 
| publication. 
| 
e Fast work and an “early to bed” 
newspaper enabled KETV, Geass. | 
to deliver 2,000 copies of the Oma- | 
|ha World-Herald to news-starved | 
New York agency and advertising 


17—the morning of issue. 


e A brochure, “How to Ring Cash 
Registers,” by WFAA-TV, Dallas, 


{tells advertisers about the market 
| covered by the station. 


e McCall’s pattern division is us- 
| ing radio spots at sunrise and sun- 
|set on WGBS, Miami, to promote 
its printed patterns. 


e Department of New Laurels: 
WFMT, “Chicago’s Fine Arts! 
Station,” reports that it is the only 
FM-only station in the U.S. with 
a large enough share of the radio 
audience to appear in the C. E. 
Hooper Inc. ratings. WFMT’s esti- 
mated audience is 250,000 families. 
TV Guide reports that it reached 


WILSON | | 


low cost 


dea... for 
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web-offset 
broadsides 


.-- Including fast imprinting, 
drop shipping and mailing 


For example: The International Paper 


Company, Long Bell Division 


dered 170,000 2-color, 16-page news- 
print tabloids. These mailers were im- 
printed for 76 retail building mate- 
rial stores and, in addition to making 
many bulk shipments, thousands were 
mailed to rural routes and boxhold- 
ers just five days after the receipt of 
copy! The job required only three 
shifts on the press and all 76 imprint 
changes were made without stopping 
the press. A sample of this tabloid 


will be sent on request. 


hog RR fs sha | oe 


dealer helps 


or- 


@ From art to mailing 

@ intelligent production 
counseling 

@ Finest multi-color 
web-fed offset 

@ Currently printing 
program sections of 
5 editions of TV Guide 
Magazine 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


We will gladly furnish estimates according to your specifications 


HENRY WURST, Inc. 


$50 INDUSTRIAL 


BLVD 


e KANSAS CITY 15, KANSAS 


Hickerson Curtis Webster 


IN THE BAGS—As Clifford D. Curtis, True ad manager, shovels part of 
it up, other Fawcett Publications ad executives happily rake in 
$1,053,000, representing Fawcett’s ’58 increase in ad revenue. Gath- 
ered clockwise in a bank vault here are Mr. Curtis, John H. Hicker- 
son, ad manager of True annuals and Fawcett Men’s Group; John 
Webster, ad manager of Mechanix Illustrated; James Boynton, Faw- 
cett vp and ad director; Joe Sheldon, manager of Fawcett shopping 
sections; and Fred Walsh, ad manager of’ Faweett Women’s Group. 


a new circulation record with its 
Dec. 6 issue—an estimated 6,843,- 
585 copies. Fifteen of the maga- 
zine’s 51 regional editions set new 
circulation marks with the issue, 
TV Guide says. 

The Better Homes & Gardens 
Home Building Ideas annual for 
1959 closed with 48,190 lines of ad- 
vertising—a 42.1% increase over 
linage in the 1958 book, the pub- 
lisher reports. The 1958 issue was 


| the first opened to advertising. It 


carried 34,128 lines, or 54 pages. 
The 1959 issue carries 75 pages. 

Jobber Product News wound up 
1958 with a gain of 21% in ad vol- 
ume over 1957, the publisher re- 
ports. 

Boat & Motor Dealer will cele- 
brate its first year of publication 
with its January issue. The issue 
will contain 150 pages and the ad 
revenue will be up 300% over the 
first issue. 

Car Craft’s January issue will 
be the largest issue in its history 
and will carry 308” of advertising. 

Ad linage in the January issue 
of True is up 67% over the Janu- 
ary, 1958 issue, while ad dollars 
are up 95.8%, the magazine reports. 

Sunset Magazine reports that its 
gross ad income for 1958 was $5,- 
479,857, a gain of 5.7% over the 
dollar volume carried in 1957. 

Circulation of The Saturday Eve- 
ning Post hit a new alltime high 
with an estimated 5,945,000 for the 
week of Nov. 22, according to Peter 
E. Schruth, vp and ad director. 
This was the second consecutive 


Boynton Sheldon Walsh 


week in which the magazine 
reached a new circulation high. For 
Nov. 15, the estimated circulation 
was 5,918,000. 

Parade reports that ad orders for 
the first quarter of 1959 are “well 
ahead of 1958, which was by far 
the greatest first quarter in Pa- 
rade’s history.” + 


‘Times Herald’ Boosts Four 

The Dallas Times Herald has 
made four promotions in its execu- 
tive ranks. James F. Chambers Jr., 
for the past six years vp and gen- 
eral manager, has been #}evated to 
exec vp and general manager; John 
Campbell, formerly auditor, has 
been elected treasurer; George S. 
Johnson, circulation director, has 
been elected to the board of direc- 
tors, and Mrs. Clara Clark, a 36- 
year veteran with the daily, has 
been named assistant secretary, the 
first woman to hold an executive 
post with the newspaper. 


S&H Publishes Stamp Booklet 
A 20-page booklet, “Open Mar- 
kets, Trading Stamps & Economic 
Growth,” has been written by Dr. 
Paul A. Volpe, dean of the school 
of commerce of Seattle University. 
It has been published by Sperry & 
Hutchinson Co. for use in S&H’s 
campaign to open Washington state 
to trading stamps redeemable in 
merchandise. As the result of a 
stiff licensing penalty, trading 
stamps are used in Washington 
only when redeemable in cash. 


LOUISVILLE 


A Midwestern Industrial Market in the 

Ohio River Valley—the Ruhr of America— 

where one Daily Newspaper Combination 
reaches 99%, of the People 

SELL LOUISVILLE FOR ALL IT’S WORTH! 


Che Conrier-Zournal 


THE LOUISVILLE TIMES 


393,614 DAILY COMBINATION + 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


313,034 SUNDAY 
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Advertising Age, December 29, 19 


Carnation Shifts | 
Media Emphasisto | 
Print for 1959 | 


Los ANGELES, Dec. 23—In 1959 | 
the Carnation Co. will start with) 
an advertising budget for all divi- 
sions and all products that is at 
the same level as in 1958, accord- | 
ing to Paul H. Willis, vp for ad- 
vertising. 

He said that the 1958 budget 
had been increased by 9% be-| 
tween Jan. 1 and the end of this) 
year. Although the 1959 budget) 
will be the same as for 1958, there | 
have been some _ pronounced 
changes in the allocation of funds | 
in media. 

Television and radio will show 
a decrease of 28.6%, while total 
consumer print, including maga- 
zines, Sunday supplements and/| 
newspapers, is increased by 28.4%. | 


® Mr. Willis explained the change 
is largely accounted for by the 
termination of the Burns and Al- 
len tv program, following the re-| 
tirement of Gracie Allen, after 
eight years of continuous sponsor- 
ship. This loss was only partially 
replaced with the addition of al- 
ternate quarter-hours on “As the| 
World Turns” and “The Verdict 
Is Yours,” on CBS-TV in the day- 
time. The every-week, quarter- 
hour segment of Art Linkletter’s 
“House Party” on CBS-TV is being 
continued. 

The increase of dollars spent in| 


print media is entirely accounted | 
for by an expansion in Sunday 
supplements and daily newspapers. 
“These media provide an impor- 
tant depth of coverage as well as 
flexibility which are required in 
connection with Carnation’s 1959 
plans for new product introduction, 
market extension and _ product 
promotion.” Sunday supplements 
scheduled include American Week- 
ly, Family Weekly, Parade, This 
Week Magazine and selected in- 
dependents. 

Major schedules will be carried 
in national magazines, including 


58 


Ermeling 
Oliver 


Roberts 


Mullen 


Treyz 


JUBILEE PACT—Stanley S. Roberts, general ad manager of Massey- 
Ferguson, signs a contract for the farm equipment manufacturer to 
sponsor one half hour weekly of ABC-TV’s “Jubilee, U.S.A.,” start- 
ing Jan. 10, marking the company’s first use of network tv and the 


first advertiser to use net tv on a regular basis for farm equip- 

ment, according to the network. Looking on are George W. Oliver, 

vp of Needham, Louis & Brorby, agency for the sponsor; and Oliver 

Treyz, president, William K. Ermeling, account executive, and Wil- 
liam P. Mullen, vp, all of ABC-TV. 


House TV Probers 


‘May Act Next Week 


WASHINGTON, Dec. 24—House tv 


next week on a report covering a 
multitude of ideas, including a 
congressional study of steps to 
improve the quality of tv program- 
| ming. 

While the committee which 
forced the resignations of presi- 
dential assistant Sherman Adams, 
and Federal Communications Com- 
missioner Richard Mack, is sched- 


|uled to go out of business on Jan. 


3, its report is expected to recom- 
mend formation of a successor 
committee with even broader in- 
vestigating power. 

One result of its sensational ex- 
posure of wire-pulling at FCC will 
be a series of proposals providing 
stiff penalties against business 
men and government officials who | 
resort to off-the-record discussions | 


investigators are expected to act| 


The investigators themselves 
were involved in intramural dis- 
putes over good faith after Rep. 
Oren Harris (D., Ark.), chairman 
of the House interstate commerce 
committee, which normally super- 
|vises operations of FCC and other 
regulatory agencies, seized con- 
trol, displacing the original sub- 
committee chairman, Rep. Mor- 
|gan Moulder (D., Mo.), and its 
original chief counsel, ‘Bernard 
Schwartz of New York. 
| It sprang into action, however, 
after Mr. Schwartz made a dra- 
|matic appearance as a witness be- 
'fore the subcommittee revealing, 
among other things, that he had 
tape recorded evidence to sus- 
| tain his charge that Commissioner 
Mack accepted favors from Miami 
lawyers who had sought to influ- 
ence the decision in the Channel 
10 case. = 


Parke, Davis to Use 


Better Homes & Gardens, Good on pending applications. The pro- 
Housekeeping, Life, Parents’ Mag-| posal is expected to apply to mem- 
azine, Reader’s Digest and Seven- | bers of Congress as well as 
teen. Also scheduled are ads in| ordinary citizens. 

the categories of store distributed, 


infant feeding, farm and rural,/s# The reference to tv program- 


romance and outdoor magazines. iming is somewhat unexpected 

; | since the investigators have not 
= The remainder of Carnation’s|touched on programming, and it 
schedule covers major use of the/has been generally conceded in 
Keystone radio network as in the| Congress that tv programming is 


past, outdoor posters, theater | 
screenings and extensive special 
market projects. 

Mr. Willis gave this media 
breakdown for the °59 Carnation 
ad budget: Television and radio, 
33%; consumer magazines, 19%; 
Sunday supplements and daily 
newspapers, 39%, and other me- 
dia, 9%. # 


Donnelley Shift to Ludgin 
Doesn't Alter C6W-AT&T Setup 

Appointment of Earle Ludgin & 
Co., Chicago, to handle Yellow | 
Pages advertising for Reuben H. 
Donnelley Corp. (AA, Dec. 22), 
does not affect the American Tele- | 
phone & Telegraph Co.’s national! 
Yellow Pages account, handled by | 
Cunningham & Walsh, New York. | 
The Donnelley account is a region- | 
al one: The company is publisher 
of classified telephone books in) 
more than a dozen cities. Illinois) 
Bell Telephone advertising contin- 
ues to be handled by N. W. Ayer) 
& Son, which had the Donnelley 
account before the shift to Ludgin. 


‘Newsweek’ Boosts Two 
Newsweek, New York, has pro- 
moted Laurence Laurie from in- 
ternational advertising manager 
to international advertising direc- 
tor. William A. Carroll, formerly 
assistant traffic manager, has 
been named general traffic man- 
ager, succeeding the late John 
Redmond, who died Dec. 1. 


outside the scope of government 


authority. 

A preliminary draft of the com- 
mittee’s report quoted by United 
Press International today says the 
long list of recommendations will 
include studies of such subjects as 
the need for improved tv program- 
ming, and the possibility of licens- 
ing networks. 

It says “complaints in our files 
indicate that there is widespread 
discontent with excessive com- 
mercialization and excessive por- 
trayals of crime and of subjects 
having little or no value apart from 


and sensationalism.” 

The report, according to UPI, 
acknowledges that any investiga- 
tion of programming would be 


feeling that the constitutional 


allows broadcasters to do as they 
please, within the bounds of libel 
and decency. 


® After getting off to a rocky start 
early this year, the committee re- 
ported headlining catching testi- 
mony of backstage maneuvering, 
behind many valuable tv grants. 
As a result, an FCC hearing ex- 
aminer has recommended revoca- 
tion of the permit for Channel 10 
in Miami held by a subsidiary of 
National Airlines, and investiga- 
tions have been scheduled to re- 
view grants in Boston, Orlando, 
Pittsburgh, and Miami Channel 7. 


Medical Paintings 
in Consumer Ads 


Detroit, Dec. 23—Parke, Davis 
& Co., which has for many years 
used paintings of “Great Moments 
in Medicine” in its window and 
|counter displays, will use them in 
1959 in consumer ads in the US. 
and abroad. 


jin Pictures” painted by Robert A. 
|Thom under a commission from 
Parke, Davis. Typical of these 
paintings are “Medicine in An- 
icient Egypt,” “The Code of Ham- 
murabi” and “Trephining (head 
surgery) in Ancient Peru.” 


. The ad reproductions of these 


paintings will be in full color and 
|will be accompanied by brief in- 
stitutional copy pointing up how 
| the public benefits from the medi- 


\cheapness of cost of production | cal profession’s heritage and sci- 


entific advancement. It will also 
point out that Parke, Davis has 
played a part in the last 92 years 
|of medical progress in helping to 


|controversial, since there is some |discover, develop and distribute 


|better medicines contributing to 


| guarantee of freedom of the press | longer life and better health. 


In the U.S. the ad series will 
appear in Life, Reader’s Digest, 
|The Saturday Evening Post, Time 
‘and Today’s Health. In Canada 
they will appear in MacLean’s and 
in both the English and French 
| editions of Reader’s Digest. 

Elsewhere the series will ap- 
pear in Reader’s Digest’s interna- 
tional editions, Time’s Pacific edi- 
tion and in local magazines in 
Australia, the Philippines, Iran, 
South Africa, Germany, Italy, 
|Belgium, Holland, Mexico, Argen- 
| tina, Venezuela and Cuba. 

Young & Rubicam, Detroit, han- 
'dles the account, # 


The paintings are part of a se-| 
|ries called “A History of Medicine | 


Esso Ad Tests Mag 


New York, Dec. 24—The new 
Esso institutional campaign, which 
breaks in magazines next month, 
may be memorable advertising. It 
will certainly be memorable to the 
magazines carrying it because of 
the unusual mechanical arrange- 
ments involved. 

Esso Standard Oil Co. is pre- 
vented by court decree from ad- 
vertising outside its 25-state mar- 
keting area. Therefore, to use mag- 
azines, as the client and the new 
agency, Ogilvy, Benson & Mather, 
wished to do, the publishers had 
to take some unusual advertising 
and circulation steps. 


s In the case of The New Yorker, 
the magazine was promised that 
if it were unable to sell the re- 
maining 30% of its circulation 
(approximately 70% falls in the 
Esso trading area), the oil com- 
pany would pay for an Advertising 
Council ad in the spread’s place. 


filiate of Standard Oil of New Jer- 
sey, has ordered three spreads in 
the remaining 30% of The New 
Yorker’s circulation. The institu- 
tional series calls for 12 spreads. 
The New Yorker is trying to sell 
regional marketers 
the remainder of the other inser- 
tions. 

In addition, The New Yorker is 
taking the precaution of special 
brands on its newsstand copies. 
Since the subscriber copies are 
bagged by states, they represent 
no problem. But in border line cit- 
ies in Esso territory, wholesalers 
will get The New Yorker bundles 
with red straps denoting the Esso 
ad, and blue straps for issues 
without the Esso ad. 


# On financial arrangements, Es- 
so and Ogilvy, Benson & Mather 
are billed 70% plus a premium for 
the plate switch. Enjay Co. and 
McCann-Erickson are billed for 
30%. (Something similar to this 
| arrangement was employed by the 
|oil company in 1955-56, when Es- 
|so bought split runs in Fortune, 
| Look, The Saturday Evening Post 
land Time, with Enjay advertising 
appearing outside the Esso mar- 
| keting area all through McCann- 
| Erickson.) 

Initial plans for other magazines 
to handle the spread as an insert 
and drop it at the end of the run 
of copies for the 25-state area were 
|suspended when the Post Office 
insisted that a magazine had to 
have the same number of pages of 
advertising or editorial throughout 
its run. 


s Time now plans to treat the is- 


INSTITUTIONAL—“Medi®ine in An- 
cient Egypt” will be the first of 
Parke, Davis’ series of paintings 
on medical history to appear in 
consumer magazines throughout 
1959. Young & Rubicam, Detroit, 
handles the account, 


Subsequently, Enjay Co., an af-| 


in the West) 


49 


azines Mechanical 


Ingenuity to By-Pass Legal Ad Curb 


| sues with the Esso ads as a “spe- 
|cial edition,” to mark the issue 
|distinctively, to employ special 
|numbering on the pages carrying 
|the Esso ads, and to drop them 
‘after the 25-state run is complete. 
The charge to the agency will be 
|approximately 80% of the total. 
About 57% of Time’s circulation 
| is in the Esso marketing area. 

Harper-Atlantic Sales Inc., at 
|last report, intended to substi- 
| tute house advertising for the Esso 
plates. 

The initial ad in the series may 
be one of the most striking to ap- 
pear in magazines. It features a 
photograph of Rome at night, with 
a lighted Forum and Coliseum un- 
der a black sky. The Esso sell is 
subdued, with only the familiar 
oval appearing in the signature. + 


American Airlines 
Gives Own Side of 
Strike in Page Ads 


New York, Dec. 24—American 
Airlines this week ran two full- 
page newspaper ads in less than a 
dozen key cities to state its side of 
the airline pilots strike. 

The company got busy over last 
weekend when the strike became 
imminent and the first ad, head- 
lined, “Let Others Be Damned,” 
was transmitted by Western Un- 


Let 
others 


be 


damned! 


AMERICAN AIRLINES 


ion on the night of Dec. 21, type 


specifications included in_ the 
wire. It went to selected newspa- 
pers in the key cities located in 
the East, Midwest and West. 


® The second full page, headlined 
“A Christmas Present from the 
Airline Pilots Assn.,” went out the 
night of Dec. 22, again by Western 
Union and with type specifications 
included. 

Reaction to the ads has run the 


/|gamut from favorable to critical, 


it was reported. The airline is un- 
decided at this writing about tak- 
ing further ads. 

Lennen & Newell 
American Airlines. + 


handles 


Ritter, Sanford Adds Two 
Ritter, Sanford, Price & Chalek, 


; f|New York, has been appointed to 


handle advertising for the Sugar 
N’ Spice brand of condiments of 
Delta Packing Co., New York. Ted 
| Bernstein Associates formerly han- 
|dled the account. Ritter, Sanford 
also has been named the first 
agency for Ideal Store Fixture Co., 
Brooklyn. 


Peter Finney Forms Agency 
Peter Finney, formerly exec vp 
and director of Southern Advertis- 
ing, will open his own agency, 
Peter Finney & Co., Jan. 1. Offices 
will be at 529 W. Flagler St., Mi- 
ami. Mr. Finney said the new agen- 
cy will concentrate on business, 
industry and tourism in South 
Florida and Latin America. 


sear ea 2S TS Uk cet Yh ake eee ae in ae ae tie Pea eis et Berit orea: ae ; Si Gai oe % Py 2 a oe as ere 
SS te fae ae EES ae Sig = _— 3 f i oe re eer a, eS jaa = cae re oni. Me 1 ae eS yh Sef * Tt. ae CAT ger ea ae Fee Sa acl Oe a oiae alan stan: 
eS ee ee care ae De ee ue aoe 25 a Se ee ag oe ae me Sete en ee 2 pales a a2 an ia ae ey cee We Guo 
COS: Fo aie om cs Ue ee et ge tinier ter ae eae meee i e eae No ieee ea See RS Shon see agit ee ae 9 em ea i i, Oe Reg 
3 on SS ae a ae ¥ ene proc te eS a ; lee ie ae ae ss ; ys a i. ees aes eee ER ta, iy oars 
a * : e-* : l ‘ ‘ * — Toit, 
: A . - - ‘ ‘ Se 
it : : ee 
i ee 
$ apart 
‘ } He ee 
a ee oe = ; 
‘ | wi eae 
 _ a ; | ba 
rey ; eae Pe. a . - 
an ia y Eats. | i di ad a 
: ‘ : a \ + * _ ahen 
ms 4 es pe - 3 = | tohiae 
F re aed ae ; : ; i ey - Tai F 
: ss ane - : ‘ P E f 
4 ‘ ns ri cat po ; é : 4 | . 
‘i a - : ; ‘ Bt i oe | TA 
i a i ae at . Se P i : | ai eae 
x 7 “a ea : ce ; oe 
= : | : ee ws ars Oe Bae } ptaieals 
: q - See é oe att + ape aa 4 EER 
i 2 2g 2 : os a a ee 
ms ; * a re Stee ae C) a cs ae x AM o a A! 
4 ) os fae. Fit ey tee ae 
* ’s - woe Bee es ae eu a eee fait | Years, 
iM 7 ie reer PAGS wi ae ; dp pcs. °e Lown m4 Fae 
' . ae oe ee feo , ere z pot eee Zt te’ < 
a 4 Ww ee re fa Pag RS ee I | re 
MW ’ a: ee Bo ah nes ie SO, Jae ae 7 ae - 
pets ee ee pc Re Bag 4s P er eee ye ‘ os | ’ 
pan a le ee * Sees : cs 
ae ‘eh ee Nf ge : ae 
“3 | , "ah ae ee i " - aa a Ne . 
: , = Pca E . a ‘ / 
oe _ if Lh ‘ : 
MBs . | 
a 
- , | | 
age | 
Tes { po | || 
Pie 
a 7 
ae | cece 
te: ae 
Be | a 
pe Re 
ier : 
ie amg 
ee 
: : 
a ‘ 
eR 7 
et 2 Gare a a ws 
& | ii 
: b 
Bt ois 
aoe a aie 
4 a ks 
> ac 
a an 
, va 
£ a 
& ‘ Ten 
3 vise es 
ae co 
ee rt fare 
i ag 
Pt ® ee 
i Bie 
Bat ie 
; al 
‘ee Chen 
wes thks 
a ple 
* ee 
— 
ah | ee 
a » Ba 
7 obey 
ee, ates 
ia 
Cia 
: 
eee aes 
ioe ~ ars 
si on 
2p te as 
AES 
bat a etd 
‘ a eae 
; nna. 
ae 
os 
Tho te Line Pile Aeewiatinn tae some Chee on geen & fhe wee baw peries 
si wes woh o shh tame ew 0 srt, bb wante shest —oat Sag tn guy Gr var whet thr hae dvimnnd Fe, 
PO cametee’ weap otic b aoee O0 ao heen. For « 1GDinae thing org 
Ce tewichee ten toes emchd dt sh 0 Geel Dae ED Me gd eae ii 
: sor Gb quill iaten db cians teaiieatin cae 30 Gah chatted =e Sika) 
pully -qiaien. @> & geld: cad ten © eocaets to chem We 7 a 
fang beg tie et nye ob a: eareens a Shete nano: Whe © e- es 
oe stip ioe aie agiementagae, Swann Tt *pratos pre es 
« eogtove of ren i ene eamemnantte ~ tot me todn. ve ie si 8h. 
om dread. be erinals fo ih cigeiay aad gue me end run dine ~~ S “nae 
on ov ene inward beet ooh 
Vir Pies Neer mete me kd Sat A tt Ht ne win i 
ate Vw of thoes aoe — “ee 
sienital ate ail tai tevcioan tutiass ond _— 
cx « veer ving tae Wrage O° The wre Swing Spain ae ee a ore : 
Secpunane bbaley aged puneddigin . hain So os 
agp cum tote te am renmy wrplom: te Mh ae He perpen ot te ~ ~ 1 ety 
cS errrrrrr—C—“"E Hn 
a 
fut ie 
. - 
. 
ae eC Kah, 
a 
Moe a 
| eee shh, 
i 
Pp Pe: 
3 eG it : a eat eee alt 
o) a ee oe i ii ee Meg : 
: Yea: Selah ail ss i a —~ 
SS Pe ce a 
; et oa eee ys 
q 3 a 7 on RE Wp 
he “ ES nF ie ‘ ete 
ae Sh os lle net 
is pn (See ine SES 
et: (fh AS ; —— 
mony ‘ Say eager ee gore 
. pee és ’ ¢ ee ee 
= wo ra al ry 
* 2 ” 
+ ™~ 
te ag gee 
> ms, 
. 
Great ’ 
no 
Moments ‘ 
in , 
Medicine 
a . ail. indi nese ee — ae : 
. on aie 3 
> . : : 
; mm ..._ 
‘ 4 
4: 
ae ' oe 
. 
7 - . : Ls a ro ore te” 7 : ‘ : . ; i . s 
i: me ee cs aan aa a) “ ia = eorahes & Pe ee Cegee Se. paw } si —. = 4 - ai ie erie a é 
i a ’ ~ 


Rates: $1.25 per line, minimum charge $5.00. Cash with order Figure all cap lines 
(maximum-——two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1958 


41,961 


4-A COPYWRITER 
Wanted: All-around man who 
can produce immediately on va- 
riety of accounts in a variety of 
media from DM to TV. Our Chi- 
cago 4-A agency is well-known, 
highly-regarded, offers a com- 
plete service to clients. Unusual 
advancement opportunity, good 
salary, extra benefits enable us 
to demand a proven writer— 
about 30. Send résumé and earn- 
ings record. Our staff knows of 
this ad. 

Box 337, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


NOTICE | NELP WANTED 
EXECUTIVE & CLERICAL | 
the EXPERIENCED & TRAINEE | 
Due to Publiskers Employment 
499 EB. Ohio St., Chicago, SU 7-2255 
New Year holiday the Assistant Advertising Manager wanted by 
| Fram Corporation, world’s largest manu- 
deadline for all classified |facturer of oil, alr, fuel, and water | 
| filters, Providence 16, Rhode Island. 
advertising will be | Advancement depends on performance. | 


|The man we want must have ore | 
|}and copy writing ability, combined with 
December 30 for the January ja broad knowledge of advertising, sales, 
production, and management. He must be 
5 issue. 


a college graduate, under 40, aggressive, 
dependable, honest, and ambitious. All 
HELP WANTED 
ASSISTANT TO j 


inquiries strictly confidential. Send com- 
ADVERTISING MANAGER | 


plete resume to Director of Personnel. | 
Large, well known national manufacturer 


ee POSITIONS WANTED | 
with Chicago headquarters has excellent | OF * Wetres WITH ITCH FOR SALES | 
opportunity for young man 25 to 35) * 


ADVERTISING SALES-CONTACT 
We want a proven, dynamic new 
business man who has some im- 
mediate billing and is unhappy 
with his financial return. We offer 
an extremely profitable approach 
to advertising selling. No matter 
what your present arrangements, 
it will pay you to discuss this un- 
usual percentage basis. New York. 
Write Box 332, Advertising Age, 
480 Lexington Ave., New York 17, 
New York. 


COPY-CONTACT 


If you're a self-starting writer, 
with industrial experience, and 
some experience or potential as 
a contact man, as well, there may 
be a spot open for you in this 
4-A Midwestern agency. 


You would write copy and 
serve as contact man for national 
accounts that are primarily in- 
dustrial. This will be a real chal- 
lenge to the right man. 


Write details of your experi- 
ence, and salary expected—sam- 
ples can come later. Our people 
know of this ad. Box 334, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Ill. 


time, big agency, wants busier 
years old. Good advertising exper.ence ae § job. S ee = + Sige 
and background required. Qualified ap- | ~*: — se 1Ge ADVERTISING Ace . 
plicant must be self starter, willing to a * Tilinot 
accept responsibility, be creative an’ 2%0 E. Illinois St., Chicago 11, Illinois 
able to plan, develop and follow through FEATURE/EDITORIAL WRITER | 
on industrial and advertising progra:.s Many years with L.A. metropolitan news-~ 
Piease submit complete resume inciuding paper, open for permanent position with | 
age, education, experience and salary | opportunity or will consider free lance. | 
requirements |Celin B. Shelishear, 804 Milan Ave., 
Box 2107, ADVERTISING AGE Se. Pasadena, Calif. SY 9-1952. 
200 E. Illinois St., Chicago 11, Ulinois | ADV & PROMOTION DIRECTOR 
MOLENE 15 years’ solid background all phases 
sieatiedens Public Relations | merchandising, media, production. Foods, 


Editers la i 
Copywriters  .......... .Advg. Managers | hard lines, soft goods. Seeks responsible | 
Artists .....Media ......Production .....Service | spot N. Y. area where quick, clear think- | 


[~ACCT. SUPERVISOR, food. Biz- 


account exper., strong mktg 

Brand-mgr. exper. helpful. Mid- 

30's to mid 40's. Heavy fringes. 
$25-$30M 


A.E., food. 30’s. Medium agency. $15M 
COPY, some contact. Versatile. 
New York. to $13M 
MKT. RESEARCH, indust., com- 
mercial, M.A. Agency $11-$12M 
COPY, 4A. Southern Agency 10M 
COPY-CONTACT, tech. lit. East. $8-9M 


COPY-CONTACT, indust. Eas 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn 


“All is grist, which comes to our mili’’ ing and vigorous follow-thru are required 


Established, wing Miami agen- 
cy needs A.E. with broad expe- 
rience. Prefer background with 
smaller or middle-size agencies, 
for in our 15-man shop a fellow 
wears several hats. 
Should know trade channels, mer- 
chandising, be able to formulate, 
present, and execute plans, have 
e good record of keeping clients 
appy. 
The euettenlty here is excellent 
and e climate wonderful. We 
suggest that you airmail us full 
details on your qualifications 
today. 

Hume + Smith - Mickelberry 

Advertising 
126 S.E. 2nd Street, Miami 


A.£. FOR MIAMI 
ro 


CE 6-5353 Chicago 


Andover 3-4424, 105 W. Adams St., Chgo 3 and rewarded. Five figures. 
a RETAIL MERCHANDISING | Box 2106, ADVERTISING AGE 
} 


SPECIALIST 480 Lexington Ave., New York 17, N. Y. 


major oil company. REPRESENTATIVES WANTED 

This man will devise premium, stamp Opportunity for reps. whe know hew to 

sell. Trade paper with large audited cir- 

culation has openings in N.E., Southern 

States, E. Pa., Pittsburgh, Ohio and Up- 

per N.Y. Give experience in letter. 
Box 2055, ADVERTISING AGE 


New opening with 


and other traffic merchandising pro- 
grams, securing their adoption and im- 
plementing their administration by field 
managements. 


NO GREY-FLANNEL HEAD... 


- » Just 12 years firing-line ad experi- 
ence from copy to Acct. Exec., to agency 
Branch Mer. Large company and East- 
Midwest agency background. Nat'l. mar- 
keting chemicals, dog food, feed, equip- 
ment. Creativé. Well recommended—well 
worth your inquiry. Co. or agency. Box 
333, ADVERTISING AGE, 200 E. [Illinois 
St., Chicago 11, Illinois. 


This position calls for experience in stig nine 

super crasteat or other retail merchandis- | _480 Lexington Ave., New Yor 17, N.Y. 
ing, with actual store or field experience, N. ¥. REPRESENTATIVE WANTED 
exclusive of advertising. Individual must! By old established and successful busi-| 
have originality, determination and the|ness paper in shoe and leather field 
ability to gain acceptance for his ideas Salary and commission. Send full details. | 


_ Box 2105, ADVERTISING AGE — 
200 E. Lllinois St., Chicago 11, Illinois 
BUSINESS OPPORTUNITIES 
ASSOCIATE WANTED f 
salary ex-| With $5000 to take active part in profit- 
able monthly publication Call Los 
Angeles DU 8-0416 for appt. 


and ways of getting results. Sufficiently 
mature and experienced to work effec- 
tively with field management: probably 
in late thirties 


Send resume and indicate 
pected 


Box 2101, ADVERTISING AGE 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
CEntral 6-5670 


“PUBLICATIONS © 
OUT OF THE WEST COAST 


Business, professional, hobby and special 

interest publications — both 

and regionals—publi 
v 


nationals 
d in California, 
: join i 


200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


SP. SALES. NEW ENGLAND -- . 
ay, Fone rr publication has fine | “World's Handiest Type Book” helps you 


MISCELLANEOUS 
Bingo Time U.S.A. printers of personal- 
ized bingo cards for Radio, Television or 
Newspaper Ad promotions. 1025 Lincoln 
| Street, Denver 3, Colorado. Alpine 57093 


Leading industrial . : — y 
opportunity for man with some experi- | to give the pro touch to oe sone Mag 
ence. $7,000 plus. Excellent potential. | of words, fast. Free circular, gges } 


Box 2102, ADVERTISING AGE Baird, 114 W. Kinzie, Chicago 10, WH 4- 
480 Lexington Ave., New York 17, N. ¥ 4547 


COPYWRITER FOR 
MEMPHIS AGENCY 


Salary up to $7,200 per annum. Ex- 
perienced man preferably from the 
South, for general agency. Person- 
able, able to service accounts. Not 
over 35. Send full résumé of qualifi- 
cations and educational background. 
All replies confidential. Write Box 
331, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


Advertising Age, December 29, 1958 


'BBDO Elects Two he 
| Batten, Barton, Durstine & Os- 
'born has elected Thomas Dillon, 
formerly a vp in its Los Angeles 
office, treasurer and member of 
the agency executive committee. 
|At the same time, Clayton Huff, 
of the New York office, was 
;named vp and assistant treasurer. 
Mr. Dillon succeeds Fred B. Man- 
chee, who resigned as treasurer 
and continues as agency adviser. 


| Mettam Joins ‘Progressive’ 

| William F. Mettam, formerly 
|Tepresentative of Capper’s Farmer 
|in Indiana, Iowa and Michigan, has 
|joined the Chicago ad sales staff 
‘of Progressive Farmer. The addi- 
| tion of Mr. Mettam brings to seven 
| the number of staffers in Progres- 
sive Farmer’s Chicago office. 


Doherty Joins International 
International Minerals & Chem- 
icals Corp., Skokie, Ill., has named 
Robert J. Doherty public relations 
assistant. He formerly was a finan- 
cial writer at the Chicago Tribune. 


MARKET RESEARCH 


Two excellent openings. One for Product 
Research — one for Market Research 
and Analysis. Three years or mere ex- 
perience. Under 35. Salary up to $9,500. 


Cliff Knobie 
DRAKE PERSONNEL, INC. 


220 S. State St. Chicago 4, Illinois 
HA 7-8600 . 


A REAL OPPORTUNITY 
FOR EXPERIENCED PERSON 
PRESENTLY CONTACTING 
ADVERTISING AGENCIES 


ing and public relations background. 


$,000 DOCTORS READ 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
SERVING 6 MILLION PEOPLE 
IN GREATER L. A. Co. AREA 
Agency Commission 
1925 Wilshire Bivd., Los Angeles 57, Calif. 
Frank M. Cohen, Adv. Mgr., HUbbard 3-1581 


| 
| 
| SECRETARY, COSMETICS 


Television Commercial 
Production Supervisor 


Here's an unusual opportunity in the field of Commercial 
Production with one of the country's leading television 
advertisers. 

The man we want is under 32, and has had several 
years of commercial television production experience with 


ACCOUNT EXECUTIVE 


Experienced in Chemical field. 
Top job with leading agency. 
Immediate opening. 
Cliff Knoble 
DRAKE PERSONNEL, INC. 
220 S. State St. Chicago 4, Illinois 
HA 7-8600 


NO DUPLICATION—JUST 
NORTHWEST CIRCULATION! 


We don't cover California. 
Just Wash,, Ore., Idaho, 
B.C. and Alaska. 

Circ. 30,000—Iow rates. 

— 26 YEARS OLD — 
New owner . . . new formule 
Now fashioned after Sunset 
Gardens, homes, interior decor., 
furniture, food, travel 
and CULTURAL NORTHWEST 
See Standard Rate & Data. 

West Coast Rep. McDonnald Thompson 
A Peter Wood Publication 
NORTHWEST GARDEN & HOME 
1715 RAVENNA BLVD. 
SEATTLE 5, WASHINGTON 


an agency, an independent producer, or a television sta- 
tion or network—enough experience to enable him to 
quickly assume responsibility in our organization. 


The man we employ will, after a short indoctrination 
period, take over the responsibility of working with our 
Advertising Agencies on all phases of the television com- 
mercial production for several of our major consumer 
brands. His job will be to do everything that can be done, 
from the client's point of view, to achieve top quality 
television commercial production. This will involve repre- 
senting the Company in production planning discussions 
with the Agency and with the outside producer, attending 
the actual shooting of commercials and giving advice and 
guidance on matters such as casting, sets, etc. 


While this position calls for a high degree of creative 
ability, it also requires good business administrative abili- 
ty, since a large part of this job is concerned with.the busi- 
ness management of our production operation. 


If you feel that you can qualify for this position, please 
write and tell us about yourself. Ai! replies will be handled 
in confidence, and no contacts will be made until we have 
your permission. 


Box 336, ADVERTISING AGE | 
200 E. Wlinois Street 
Chicago 11, Illinois 


ADVERTISING 


Copy - Contact 


Well established New York 
agency with major national 
accounts has opening for ag- 
gressive person who has had 
at least 3-5 years of solid ex- 
perience as an agency copy- 
writer and contact man. 
Should be capable of produc- 
ing selling copy without the 
protection of an ivory tower. 
Must be ready to take on the 
challenge of a vital, stimulat- 
ing atmosphere—in short, to 
become a member of one of 
advertising’s most aggressive 
and progressive teams. If you 
have the above attributes, we 
want to talk with you. Write, 
enclosing résumé, to Box 335, 
ADVERTISING AGE, 480 
Lexington Ave., N.Y. 17, N.Y. 


World’s No. 1 Sports Car Bi-Weekly 


WAT 
Quon 


P.O. Box 1127, Culver City, Calif. 
Data, sample copies on request 
Reach Top U.S. rts Car Market! 
Read by Dealers, Fans, Drivers, etc. 


Another National. Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication In the pet retail dealer 
fleld. Exclusively an independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 
FILE? Sample copy? Rates? Write Irma 
W. Halli, Publisher, PEY SHOP MANAGE- 
MENT, 618 S. Western Ave., Los Angeles 
5, Calif. (OUnkirk 7.4423) 

P.S. 1958 edition of comprehensive direc- 
tory of pet suppliers ($5.) is now off the 
press. 


Restaurants 


Your only ps | to get mtrated Cover- 
age of S. Callfornia’s Fastest Growing in- 
dustry. 2nd Largest Dollar Volume Area in 
the Country. Buyers-Owners-Managers. In- 

trom Agencles-Advertisers- 
Media Reps. 


RESTAURANT SERVICE MAGAZINE 
1357 W. Temple St., Los Angeles 26, Calif. 
WE 9-8360 


IN CHICAGO 
Prefer individual with merchandis- 


Send résumé via airmail, and inter- 
view will be arranged. Company 
representative interviewing in Chi- 
cago starting week of Jan. 12. Write 
Box 27 R 274, 5 ag Age, 4041 
Marlton Ave., Los Angeles 8, Calif. 


An alert mind and willing hands are 
needed to assist Sales Promotion 
Manager of new Cosmetic Division 
of well-known Orange County Man- 
ufacturing Company. Some agency 
experience and creative ability pre- 
ferred. Excellent working conditions 
and fringe benefits. Marvelous op- 
portunity for dependable girl, 22-26, 
who can get along well with people 
and isn't afraid to tackle a variety 
of jobs, which includes typing and 
shorthand. Send complete résumé to 
Cc. J. McDevitt, 
NUTRILITE PRODUCTS INC. 
Buena Park, California 


SAVE $50°° 


release 
alone! 


All NEW 
for 1959! 


BACON’S 


| PUBLICITY 


CHECKER 


| The only complete guide to the nation’s 


business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list. Ends wasted 
money in photos, addressing and postage. 
The Checker is coded to show what 
| material is used by over 3450 publications. 
Listings complete with editor's names, 
addresses, circulation, publishing com- 
pany and issuance date. Complete 336 
page manual —just $18.00. Send today. 
‘gee —-—ON APPROVAL — — — 


Send me on approval copies of 


| Bacon's Publicity Checker 1959 at $18.00 ea. j 
| BILL: O ME O MY COMPANY i 
| Name 1 
I Lape | 
| Addre | 
" City State , 


BACON’S CLIPPING BUREAU 
| 14,E. Jackson Blyd.. Chicago 4, Illinois 
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ADVERTISING REVIEW 


(Continued from Page 3) |merged inte-Gardner Advertising, | ner Agency, which publicly es- 
taken orally. Upjohn apparently | to make a $35,000,000 shop; Silber-| chewed merger designs despite 
hit the market first, but Pfizer | stein-Goldsmith, N. Y., into North | loss of some $46,000,000 in billings 
quickly followed, with Lilly and| Advertising, Chicago; Kastor, Far-|—mostly represented by Buick, 
others expected to join the pro-|rell, Chesley & Clifford, Hilton &|Frigidaire and other General 
motional push... |Riggio, and Atherton & Currier,| Motors business. James H. S. Ellis 


|with Henry Little continuing as; Hickerson Inc. as president and 
chairman and Colin Campbell|partner, as Hickerson became 
|moving up to exec vp . . . Sigurd | board chairman . . . Margot Sher- 
|Larmon moved up to chairman of|man, McCann-Erickson vp, was 
Young & Rubicam as George Hom-| named advertising woman of the 
er Gribbin, 51, senior vp and copy | year by the Women’s Council of 
|director, became president, Louis|the Advertising Federation of 
Brockway became chairman of the| America . . . Veteran executives 
executive committee, and Frank John M. McDonald, Leon Morgan, 


® Robert G. Hill, Columbia-Gen- 
eva Steel, division of U. S. Steel, 
San Francisco, was named Indus- | 
trial Marketing’s “adman of the 
year.” The late Albert D. Lasker, 
famed agency man, and the late 
Orlando Clinton Harn, longtime 
managing director of the Audit) 
Bureau of Circulations, were 
elected to the Advertising Hall of | 
Fame at the annual convention of 
the Advertising Federation of 
America ... 


® Elaborate plans whereby the| 
National Industrial Advertisers 
Assn. would have turned itself | 
into the International Society of 
Industrial Marketing, with compa- 
ny membership and representa- 
tion restricted to top executives, 
was turned down by the group at 
its annual meeting in St. Louis; fu- 
ture direction of NIAA was en- 
trusted to a study committee, to 
report at next year’s meeting ...| 

General Electric Co. frankly en- 
tered the political areas (to no 
avail) with a $20,000 budget of 
paid institutional advertising fa- 
voring the “right to work” propo-| 
sition on the California ballot ... 
Pullman Co. dropped all national 
advertising, after 40 years, as a 
result of shifts in the railroads’ 
sleeping car business and 
Wheaties, which climbed the suc-| 
cess ladder via the sports route, 
went back into the sports picture 
after a five-year absence, with 
most of a $3,000,000 appropriation 
going for 77 network sports shows 
preceding major sports telecasts. 


= At year-end Radio Advertising) 
Bureau said the big four in spot 
radio spending in 1958 and their 
expenditures were General Motors, 
$5,400,000; Ford, $5,000,000; R. J.) 
Reynolds and American Tobacco, 
$4,500,000 each 


Agencies 

The overwhelming news regard- 
ing: advertising agencies in 1958 
had to do with mergers, consolida- 
tions, affiliations, absorptions and 
assorted other kinds of moves to- 
ward togetherness. At year-end, 
AA tabulated a total of approxi- 


Merger Urge Becomes 
Mania as ‘58 Wanes 


mately 120 agencies which had 
been involved in such. moves, 
leaving some 55 remaining agen- 
cies. 

In a sense, this was a continu- 
ing story, since a similar analysis 
early in the year showed more 
than 100 agencies were parties 
to mergers, affiliations, reorgani- 
zations and outright purchases in 
1957, and more than 50 agencies— 
all relatively small—failed during 
the year. 

Among the larger 1958 mergers 
were Paris & Peart, New York, 


Eagan, Harry Harding and Harry| Joseph H. Caro and Walter H. 
H. Enders became exec vps . . .| Baers took over the $10,000,000 
Brown Bolte took over as president | Buchen Co. as Walther Buchen re- 
of Sullivan, Stauffer, Colwell &| tired from the agency he founded 


|into one of few existing five-name| ended a 39-year career with the 
shops: Kastor, Hilton, Chesley,| agency, which bought his 38% 
Clifford & Atherton; Honig-|stock interest, and C. M. Rohra- 


32 Agencies in ‘Over $25,000,000’ 
Group Billed $2.6 Billion in 1957 


Billings Reported for 436 Ags.:cies in Advertising Age’s 14th Annual Exclusive 
Tabulation; Four Agencies Top $200,000,000, Two Others Pass $100,000,000 


Copyright, 1958, by Advertising Publications Inc. Quotation or reproduction 
in whole or tn part without written permission is expressly prohibited. 


New Yorn, Feb. 21—In 1957, 32 agencies 
billing more than $25,000,000 chalked up a total 
of $2.6 billion, a substantial increase over the 
4 billion billed by 34 agencies in this group 


line in 1957, and now billing at a rate of 
{han $100,000,000, is Foote, Cone & Beld 


[ine $100,000,000 in 1957. Also, just below 


* There are now 19 agencies which bill 

. | than $50,000,000 a year—there were six 

cies over $50,000,000 in 1950, only two in 
The median 


Cooper and Dan B. Miner into| baugh was named president. 
|Honig-Cooper & Miner (later In its 14th annual tabulation 
|Honig-Cooper, Harrington &/of agency billings, AA reported 


|Miner); Abbutt Kimball Co. and|32 agencies, billing over $25,000,- 


Burke Co., Seattle, into Grant Ad- | 000 apiece in 1957, billed $2.6 bil- 
vertising; Locke, Johnson & Co./lion in the aggregate for a new 
and Harold F. Stanfield Ltd., into| record. Of these, 19 billed $50,000,- 


| Stanfield, Johnson & Hill, Cana-| 000 or more, six $100,000,000 or 


da’s third or fourth largest; Carvel, | more, and four over $200,000,000. 
Nelson & Powell, Portland, Ore.,;Top four: J. Walter Thompson 
and Goldthwaite-Smith, San Fran- Co., $285,000,000; McCann-Erick- 


| cisco, 
| Gerth-Pacific, 


| title. Others: 


into Compton Advertising; 
Byron H. Brown 
& Staff and Clark & Elkus, into 
Gerth, Brown, Clark & Elkus; 
Critchfield & Co., into Klau-Van 
Pietersom-Dunlap. 


= Merging-est of all was Reach, 
McClinton, which absorbed Ban- 
ning Co., Los Angeles, merged J. R. 
Pershall into Reach, McClinton 
& Pershall in Chicago, and H. B. 
Humphrey, Alley & Richards, into 
Reach, McClinton & Humphrey in 
Boston. Lennen & Newell ab- 


|sorbed Buchanan & Co. and Mer- 


chandising Factors, San Francis- 


ico, as well as C. L. Miller Co., 


New York, to tie for merging-est 


Seklemian & North into Cal- 


|kins & Holden; Peck Advertising 
}and W. B. Doner Co., to form Don- 
;er & Peck (in New York); 


Hoff- 
man & York and Paulson & Ger- 
lach into Hoffman, York, Paul- 
son & Gerlach, Milwaukee; Gey- 
er Advertising and Morey, Humm 
& Warwick into Geyer, Morey, 
Madden & Ballard; Roche, Will- 
iams & Cleary and U. S. Adver- 
tising Corp. into Roche, Rickerd 


|& Cleary. 


Keyes, Madden & Jones (whose 
Ed Madden became part of the 
Geyer, Morey, Madden & Ballard 
setup), and Donahue & Coe, 
worked out an affiliate deal with- 
out merging; each kept its cor- 
porate identity but assisted in 
handling some accounts for the 
other. In the shuffle, Howard Jones 
replaced Madden as president of 
KM&J. 


s Notable holdouts::against the 
merger trend were Mayers Co., 
Los Angeles, which unmerged it- 


self after a 15-month affiliation | 


with Cunningham & Walsh and 
subsequently became Davis, John- 


|son, Andersen & Colombatto when | 


Henry Mayers disposed of 80% of 
his stock to associates; and Kud- 


effective with the October —— {seus 


= 
. 


Material Handing Engineering 


son, $262,000,000; Young & Rubi- 
cam, $230,000,000; Batten, Barton, 
Durstine & Osborn, $210,000,000. 
Notable feat: Ted Bates & Co. 
moved over the $100,000,000 mark 
—up about $25,000,000 from *56— 
with only 13 clients. 


@ Perhaps the merger marathon, 
apparently heated up by more and 
more fringe financial operations as 


the depression cut back some bill-| 
ings, explains one of the mail order | 


successes of the year. Thomas Er- 
win, free lance copywriter and for- 
merly with a number of agencies, 
offered a 500-page, 54 Ib., ring 
binder tome, “Solicitation & Pres- 
entation Techniques,” to agencies 
at $200 each, and got a 12% mail 
return from his first offer. 


In the 1958 account marathon, | 
starting by | 


D’Arcy looked best, 
picking up the $2,000,000 Halo 
business as the year opened, and 
still going strong in December 
with the addition of Yellowstone 
bourbon, King’s Ransom and 


House of Lords scotch. In between) 


it acquired such accounts as two 


divisions of General Dynamics, | 
Studebaker-Packard, Colgate’s| 
‘Cashmere Bouquet, 
Crown), Climalene and a number | 
others, for one of the hottest new | 


Nehi (Royal 


business records of any year. 


s Notable personnel changes dur- 
ing the year included the appoint- 
ment of Thomas H. Adams, 38, as 
president of Campbell-Ewald Co., 


Bayles after solving a contractual 35 years ago .. 
.|who resigned as vice-chairman of 

Eugene Harrington, who became | Calkins & Holden in October when 
president of Fletcher D. Richards | merger plans with Burke Dowling 
| Adams fell through, joined Adams 


problem at Benton & Bowles. 


three years ago, returned to the 
West Coast as board chairman of 


Honig-Cooper & Miner, necessita-'... 
ting still another change in that | founded 
agency’s name—to Honig-Cooper, | Erickson in 1912, retired as chair- 


Harrington & Miner. . . Emerson 
Foote, one of the founders of Foote, 
Cone & Belding, who resigned as 


exec vp of McCann-Erickson in| 
1957, returned to that) 


February, 
agency after seven months as board 


_|echairman of Geyer Advertising. 


Under new regional setup under 


which McCann’s 10 domestic of-| 


fices are divided among three re- 
gions, Foote, as senior vp, super- 
vises central region out of Chicago; 
Robert E. Healey, exec vp, super- 
vises eastern region; and Phipps L. 
Rasmussen, vp, supervises West 
Coast. . . 

Richard Kerr, creative head of 
Lawrence Fertig, joined J. M. 


. M. E. Carlock, 


as board chairman and director 
Harrison King McCann, who 
the present McCann- 


man of its board after selling his 
interest to the McC-E employe 
benefit plan... 

Affiliated Advertising Agencies 
Network celebrated its 20th year 
by acquiring its 50th member— 
Publicidad Salas, Mexico City. 
Members of the network now bill 

(Continued on Page 54) 


» WESTERN HORSEMAN 


Buy Regional Coverage 
Separately — California, 


Washington, Oregon 
21,000 ABC Circulation 
Page Rate, $220.00 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


A Technique 
for Producing 


Where do the moneymaking 
ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales campaigns 
and businesses? 


James Webb Young, one of 
the highest paid idea men in 
the advertising business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 
book which you can read in an 
hour but will remember the rest 
of your life. 


In the simplest and clearest 
of language Mr. Young has suc- 
ceed in describi the way 
the mind works in all creative 
people. He gives you the formula 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 


production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives who have 
read it. Send for your copy of 
A TECHNIQUE FOR PRODUC- 
ING IDEAS now. Only $1.25 
postpaid. 


ADVERTISING 
AGE 200 E. ILLINOIS ST. 


CHICAGO 11, ILL. 
“Attention Book Department.” 


America’s first gold rush was in Georgia in 1828. 
Advertisers, today, are staging another... 
Augusta-Columbus-Macon market. “Gold” is $1.5 
billion net income. Stake your claim with the Georgia 
Group. Combination rate; up to 10% savings. 


For penetration in the Peach State, it’s Atlanta plus 


OeorgiaOroup, 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer ' 
MACON Telegraph and News 


Represented Nationally by THE BRANHAM COMPANY 


NET INCOME? 


‘1.5 billion in Georgia's money belt 


in the 
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Burnett Agency Hits $100,000,000, — 
Realigns Staff; YoungIs President _ 


(Continued from Page 1) , 
services, including print copy, art 
and tv film commercials. Joseph 
M. Greeley, now vp, becomes exec 
vp in charge of marketing serv- 
ices. Philip J. Schaff Jr., vp, be- 
comes exec vp for administration | 
and finance. James E. Weber con- | 
tinues as exec vp in charge of cli-| 
ent relations, with expanded re-| 
sponsibilities. 
e Edward M. Thiele, vp and di-| 
rector, has been named senior ac- 
count supervisor. 


e All of the above, plus Eldon M. 
Sinclair, vp and manager of Leo 
Burnett Co. of Canada, are now di- 
rectors, as are F. Strother Cary, 
one of the company’s founders 
and member of the executive 
committee; William L. Diener, vp, 
client services; E. Ross Gamble, 
treasurer; Leonard S. Matthews, 
vp, marketing services; and Aus- 
tin L. Wyman, legal counsel. 


® The moves are the “natural ev- 
olution of a management pattern 
that aims to handle a growing 
volume of business efficiently,” 
Mr. Burnett told ApveRTISING AGE. 
And Mr. Heath added: 

“We feel that three important 
objectives are attained through 
these moves. One, that we can 
provide even greater depth and 
quality in all phases of Burnett 
service to clients; two, that we 
are able to recognize and reward 
an exceptionally talented and able 
group of younger men; and three, 
that the creative personality of 
the agency is fully maintained.” 


® This year’s billings for the 
agency, which was founded in 
1935, will exceed $100,000,000, the 
record total coming from only 25 
clients. Of the total, eight clients, 
billing a total of $9,569,348 their 
first full year with Burnett, will 
account in 1958 for $69,600,000. 
These clients are Brown Shoe Co., 
Green Giant Co., Pillsbury, Pure 
Oil Co., Procter & Gamble, Kel- 
logg, Campbell Soup Co., and 
Philip Morris Inc. 

The agency still has two of the 
three accounts with which it went 
into business 23 years ago—Green 
Giant Co. and The Hoover Co. 
The third, Realsilk Hosiery Mills, 
discontinued advertising during 
World War II. 

Of Burnett’s 1958 billings, ap- 
proximately 20% are in maga- 
zines; 19% in newspapers; 58% 
in television and radio; and 3% in 
outdoor. 


# Burnett does all creative work 


in its Chicago headquarters, al-| 


though it maintains offices in 
New York, Hollywood, Toronto and | 
Detroit as well. The New York and | 
Hollywood staffs are largely con- | 
cerned with television and radio, | 
and there is a publicity unit in| 
New York. The Toronto office, 
billing about $3,000,000 this year, | 
is completely staffed except for 
creative, and the Detroit office was 


|opened to service Chrysler Corp. 


But of the agency’s total of 808 
employes, 721 are in the head- 
quarters office in Chicago’s Pru- 
dential building. 

One of the first agencies to de- 
velop a profit-sharing trust, now | 
in its 15th year, Burnett has 559 | 
employes in the trust, with equi- | 
ties in excess of $5,000,000. Bur- 
nett stock is in the hands of 125 
company workers, with Leo Bur- 
nett and Richard Heath each own- | 
ing 14% of the 100,000 shares of 
common, and Mr. Burnett control- | 
ling the company through owner-,; 
ship of voting preferred stock 
which will be sold to the company 
upon his death or retirement. | 

All common stock of the agen-| 
cy, which will assume active vot- | 
ing control once the preferred is! 
retired, is in a voting trust, whose | 
trustees are Messrs. Young, 
O’Kieffe, Wyman, Weber and) 
Heath. 


es W. T. Young Jr., the new Bur- 
nett president, joined the agency 
in 1946, was made a vp the same 
year and has served continuously 
as a member of the plans board 
and board of directors. Originally 
in charge of creative planning, he 
was made vp in charge of client 
service in 1956, and in January 
last year was made exec vp. 

R. N. Heath, who gives up the 
presidency to become executive | 
committee chairman, joined Bur- 
nett in 1937, coming from the 
Chicago sales staff of Ladies’| 
Home Journal, where he was, ac- | 
cording to Mr. Burnett, “the No. 1 | 
Curtis salesman anywhere in the 
country.” He grew up in the 
newspaper business, serving as 
reporter and night city editor of 
the Detroit Free Press until he en- 
tered the retail advertising busi- 
ness in Detroit and subsequently 
founded a retail advertising syn- | 
dicate business in Chicago. He be- 
came the Burnett president in| 
August, 1955. 


# Leo Burnett started his agency 
in August, 1935, with eight peo- 
ple, three clients, and first-year | 
billings of $900,000. He had been | 
vp and creative director in the} 
Chicago office of Erwin, Wasey &| 


BURNETT BOARD—Twelve of the 15 Burnett board members gather for 
the AA photographer. Clockwise around the table are Draper Daniels, 
Leonard S. Matthews, DeWitt O’Kieffe, Philip H. Schaff Jr., W. T. 


Young Jr., Leo Burnett, Richard N. 


Heath, William L. Diener, Joseph 


Heath 


Advertising Age, December 29, 19: 


Burnett 


TOP THREE—Three top executives of Leo Burnett Co., following re- 

alignment of officers, are Richard N. Heath, formerly president, now 

chairman of the executive committee; William T. Young Jr., for- 

merly exec vp, now president; and Leo Burnett, chairman of the 
board. 


|Co. He started in the advertising) Tjme Inc. 


business writing a house organ 
for Cadillac Motor Co., was subse- | 
quently its advertising manager, | 
and then advertising manager of 
the LaFayette Motor Co. 

Burnett has always been a 
“creative” agency, and an aggres- 
sively “Chicago” agency, ‘insisting 
on performing all creative work} 
in its headquarters office. It is all}! 
the more surprising, therefore, 
that it has had unusual success in 
snaring accounts which are nor- 
mally considered wedded to the) 
eastern seaboard, such as Camp-| 
bell Soup Co., Chas. Pfizer & Co., 
Philip Morris, Sugar Information 
Inc., and the Tea Council. 

The agency’s growth was steady 


| but not particularly spectacular in 


its early years. By the end of its 
tenth year, in 1945, it billed $7,- 
400,000, and by 1950 it had grown 
to $22,200,000. It billed $46,400,- 
000 in 1953 and in the five years 
since has more than doubled its 
billing—to $100,800,000 this year. = 


Art & Copy Overload Expands 

Art & Copy Overload has 
opened new offices at 2100 Rand 
Tower, Minneapolis, in order to 
provide better services to Minne- 
apolis customers, according to 
John Borden, owner. The compa- 


ny’s St. Paul office is not affected | Hallenbeck and J. Wendell Forbes. 


by the move, he said. More than 
100 creative copywriters and com- 
mercial artists from the Twin Cit- 
ies make up Art & Copy Over- 
load, which services the graphic 
arts and ad fields. 


Two Join Sullivan, Stauffer 
Douglas J. Coyle, formerly a vp 
of Kenyon & Eckhardt, has joined 


Sullivan, Stauffer, Colwell & 
Bayles, New York, as a vp and 
management supervisor. Sullivan, 
Stauffer also has named William 
Peters an account executive on 
Lever Bros. He formerly was with 
Drackett Co. as vp in charge of 


sales and sales promotion. 


Buys 50% 
of Parents’ Institute 
Subscription Agency 


(Continued from Page 1) 

The deal, effective Dec. 31, will 
make Time Inc. a partner with 
Parents’ Institute in maintaining 
26 regional offices and more than 
80 sub-offices handling subscrip- 
tion selling on a_ paid-during- 
service plan. 

The deal will also make Time 
Inc., in effect, a subscription sales- 
man for such rival publishers as 
Cowles Magazines, Hearst Mag- 
azines, Conde Nast, Curtis Pub- 
lishing and others. 

In a joint announcement, An- 
drew Heiskell, publisher of Life, 
and George Hecht, head of Par- 
ents’ Institute, said that no change 
in operation of the subscription 
agency is planned under the new 
corporate setup, which will be 
headed by Edward A. Sand, vp 
and circulation director of Par- 
ents’ Institute. 


s John Charlton, present vp and 
general manager, will continue in 
that post, with Gene Foley, busi- 
ness manager, also remaining. 
Life staffers named as vps of 
the agency today were John L. 


William J. Conway, of Time Inc., 
was named secretary. Robert S. 
Cramer and G. Theodore Zignone, 
both Parents’ Institute, were 
named as vp and treasurer respec- 
tively. + 


Johnson Named NL&B VP 

Arnold E. Johnson, for six years 
director of broadcast facilities, has 
been elected a vp of Needham, 
Louis & Brorby, Chicago. At the 
same time, Granger F. Kenly, vp 
and account supervisor, and John 
F. Whalley, financial vp, were ap- 
pointed to the NL&B operating 
committee. 


M. Greeley, E. Ross Gamble, F. Strother Cary and James E. Weber. 
The three missing directors are Edward M. Thiele, Eldon M. Sinclair, 
and Austin L. Wyman, legal counsel. 


| Jan. 1 Is Mail Rate 
Boost Day for Many 
Mailers, Publishers 


(Continued from Page 1) 
the piece rate from $15 per 1,000 
(1.5¢ per piece) to $20 per 1,000 
(2¢ per piece). A further increase 
to $25 per 1,000 (2.5¢ per piece) is 
to be made July 1, 1960. 

New rates on periodicals to Lat- 
in America represent an average 
increase of about 21%, while the 
increase to other foreign nations 
(other than Canada) will be about 
8%. New rates to Canada are iden- 
tical with the domestic rate for the 
sixth zone, an average increase of 
about 22% at this time for maga- 
zines, but no change in the aver- 
age rate that newspapers have been 
paying. The Canadian rate for 
newspapers and magazines will in- 
crease along with the domestic rate 
in 1960 and 1961. 


® Still pending for approval of the 
Interstate Commerce Commission 
are proposals by the Post Office in- 
creasing parcel post and catalog 
rates by about 20%, to raise an es- 
timated $88,000,000. + 


ORSON D. MUNN 

New York, Dec. 23—Orson D. 
Munn, 75, former editor and pub- 
lisher of Scientific American, died 
yesterday at Southampton Hospi- 
tal, Southampton, N.Y., after a 
short illness. 

Born in New York, Mr. Munn 
was graduated from Princeton Uni- 
versity in 1906 and from the New 
York Law School in 1911 and was 
admitted to the New York bar the 
same year. For many years he was 
senior partner of Munn, Liddy, 
Daniels & March, patent lawyers. 
From 1924 to 1947 Mr. Munn was 
editor and publisher of Scientific 
American, which was established 
by his grandfather. Mr. Munn sold 
the publication in 1947. 

He was a member of the New 
York city bar and the American 
Bar Assn. and in 1936 he received 
an honorary doctorate in law from 
Oglethorpe University. His wife, 
who survives him, is Carrie Munn, 
well known couturier. 


EDWARD B. NOAKES 

JAMAICA, N. Y., Dec. 24—Edward 
B. Noakes, vp and management 
service director of McCann-Erick- 
son, New York, died last night fol- 
lowing a heart attack here. He was 
56 on Dec. 6. 

Mr. Noakes, a native New York- 
er, first entered advertising with 
Lord and Thomas & Logan agency, 
which later became Lord & Thom- 
as and then Foote, Cone & Belding. 

He was a senior vp and chairman 
of the executive committee at Ce- 
cil & Presbrey, which was dissolved 
in 1954. At that time he worked 
on the Nestle account. He moved 
to McCann-Erickson shortly after 
the then $1,500,000 Nestle business 
went to McCann. 

Mr. Noakes joined McCann- 
Erickson as vp and group head. 
He directed the agency’s activities 
for a number of clients. 


PAUL E. MARTIN 

PHILADELPHIA, Dec. 23—Paul E. 
Martin, 61, casting director for 
N. W. Ayer & Son, New York, 
died Dec. 13 following an illness of 
several weeks. 

Mr. Martin produced and direct- 
ed stock productions and directed 
on Broadway for many years prior 
to joining NBC as a producer and 
director in radio. He then went to 
Compton Advertising as radio pro- 
duction director and iri 1952 joined 
Ayer as production supervisor in 
the tv-radio department. He was 
later made casting director. 


St. Regis Promotes Boudreau 

Stephen D. Boudreau Jr. has 
been appointed assistant adver- 
tising manager of St. Regis Paper 
Co., New York. He joined St. Regis 
in 1953. 
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Advertising Age, December 29, 1958 


U.S.SeesAds 
Up 1% in ‘59 
to $10.7 Billion 


Commerce Dept. Says 
Dailies’ Revenues to 
Rise 10%, Periodicals 7% 


WasuIncTon, Dec. 24—The ex- 
pected pick-up in business activi-| 
ty in 1959 should result in a 10% | 
increase in newspaper revenues| 
and a 7% gain for periodicals, ac- 
cording to forecasts by the De- 
partment of Commerce. 

With the department’s com- 
modity divisions generally report- 
ing signs of a sizable increase in 
gross national product during the 
new year, the printing and pub- 
lishing division is estimating that 
total advertising expenditures 
will increase by about 1% to a 
total of $10,760,000,000. 

The department’s forecast is 
based on the assumption that 
gross national product for 1959 
will be at the rate of $460 billion 
for the year as a whole. This com- 
pares with an anticipated average 
of about $437 billion for 1958, and 
more than $446 billion for the 
fourth quarter of the year. 


= While 1958 represented a set- 
back for most advertising media, 
the printing and publishing divi- 
sion’s figures showed that busi- 
ness prospects of printed media 
were already improving in the 
final months of the year, in line 
with the upsurge in gross national 
product. The analysis said reve- 
nues are improving in the final 
months, and that many important 
periodicals report advertising for 
early 1959 looks _ substantially 
ahead of comparable 1958 issues 
in both linage and dollars. 

Periodicals suffered a dip of 
about 5% in revenue in 1958, the 
review reported, but the prospects 
for recovery in 1959 are regarded 
as particularly bright because of 
new promotional ideas and con- 
tinuing circulation gains which 
are strengthening the periodical 
publishing industry. 

The report emphasized _in- 
creased use of innovations, such 
as booklet inserts, bound-in reply 
or order cards, tipped-in samples, 
special page folds and die cuts, 
which are strengthening the com- 
petitive position of periodicals in 
their bid for larger portions of the 
advertising budget. 


s The report also observes that 
split rums are enabling periodical 
publishers to provide new flexi- 
bility for their medium, by allow- 
ing manufacturers to tie their 
advertising to local retail outlets 
and promotions. It reports better 
market research by individual 
publishers, reduced lead time on 
advertising pages, and joint ef- 
forts by publishers to sell the me- 
dium rather than competing vig- 
orously against each other. 

The report estimates total ad 
volume in periodicals will amount 
to about $1,335,000,000 for 1958, 
and will go to $1,429,780,000 in 
1959. 

Printing and publishing divi- 
sion reports that increased use 
of color advertising helped news- 
papers maintain their dollar vol- 
ume in 1958, and will be an im- 
portant factor in the 10% increase 
which is expected next year. 
Linage figures for 52 major 
cities reported by the American 
Newspaper Publishers Assn. 
showed a decrease of 50% through 
October, but an increase of 0.1% 
in October, the first rmonth-to- 
month improvement in 1958. While 
total linage was declining, color 
linage through September was up 


> 


Here 8 one company 8 reacton 
to the Chaitenge 
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WARNING—A. O. Smith Corp., Mil- 
waukee, uses Russian slogan 
(“Even America must be sur- 
passed”) in its second “task force” 
ad pointing up the relation of ob- 
solescence to the production race 
with Russia. The ad, prepared by 


Klau-Van Pietersom-Dunlap, will) 


run first in the Jan. 2 issue of U.S. 
News & World Report. 


4%. Improved department store 
sales and increased sales effort by 
auto companies are expected to be 
important factors in building 
newspaper revenues in the year 
ahead. 


s Advertising rates are expected 
to continue upward in all printed 
media, reflecting higher operating 
costs, and increasing circulation. 
Further circulation gains in line 
with the growing population are 
likely, the reports say, with news- 
paper circulation crossing the 60,- 
000,000 mark. 

Despite the troubles of print 
media, the printing and publish- 
ing division estimated total ad- 
vertising spending in 1958 was 
about the same as 1957. Presum- 
ably this takes into consideration 
increases in tv and radio, which 
have been estimated by the Na- 
tional Assn. of Broadcasters as 
10% and 3% respectively. + 


Savings, Loan Group 
Kicks Off Campaign 
With ‘Coronet’ Spread 


New York, Dec. 23—The Sav- 
ings & Loan Foundation will run 
what is reportedly the largest fi- 
nancial advertisement ever run in 
a magazine in the January issue 
of Coronet, which will carry 12 
pages, eight in full color, launch- 
ing the foundation’s 1959 pro- 
gram. 

The foundation has budgeted 
$1,300,000 for its 1959 programs. 
The Coronet schedule will be fol- 
lowed by radio and television 
spots; tv sponsorship of the East- 
West football game Dec. 27; and 
the mailing of 1,000,000 reprints 
of the Coronet insert. 

The insert announces future 
feundation ads to appear during 
1959 in Life, Look, The Saturday 
Evening Post and Wall Street 
Journal. It also announces a radio 
campaign just before the next 
July dividend period which will 
be broadcast nationally. 

Primarily institutional in na- 
ture, the Coronet insert tells the 
story of insured savings and loan 
associations. 

In addition to national adver- 
tising, the foundation will distrib- 
ute monthly counter cards, ad 
mats and radio and tv scripts to 
members for local tie-in advertis- 
ing. 

McCann-Erickson is the agency. 


John Brennan Named 

John J. Brennan, formerly with 
General Foods, has joined Radio 
Advertising Bureau, New York, as 
a national account executive. 


» | month (AA, Dec. 1); the account is going to Grey Advertising Agency. 


| Last Minute News Flashes 


‘Palm Beach Moves to Grey from Needham, Louis 


New York, Dec. 26—Palm Beach Co. is shifting its account from 
Needham, Louis & Brorby, as indicated in ApveRTISING AGE earlier this 


(For other news of Needham, Louis, see story on Page 1.) 


Gordon & Hempstead Gets Lowenbrau in Midwest 


Cuicaco, Dec. 26—Premium Beer Sales, importer of Lowenbrau beer, 
| has appointed Gordon & Hempstead, Chicago, to handle midwest ad-| 
| vertising for the Munich-made brew effective Jan. 1. A radio and tv 
spot campaign will get under way March 1, according to Marvin Gor- 
don, the account executive. Schram Advertising, Chicago, previously 
| handled the account. 


‘Ryan Heads New ‘Time’ Development Program 


New York, Dec. 26—Time has set up a new regional marketing pro- 
| gram coordinated by Thomas Ryan, market development manager. Aim 
of the program will be “to provide broader, more useful sales services 
for advertisers” in the New York, Chicago and Detroit areas. Jay Hen- 
ricks has been named eastern market development manager; Frank Mc- 
Donald and Dan M. Stall have been named to similar posts in midwest- 
ern and east central areas. Thomas J. Litle III has been named man- 
ager of Time’s Detroit office, succceding Mr. Stall. 


Tax Council Hits Excise Ruling on Co-op Ad Funds 

WASHINGTON, Dec. 26—The Federal Excise Tax Council has joined 
the chorus of objectors to the Treasury Department’s ruling withdraw- 
ing the exemption of co-op ad funds from retailers’ excise tax base 
effective Feb. 1, 1959 (see story on Page 42). The council is urging the 
| House ways and means committee to hold public hearings on the mat- 
ter in January. 


‘N.Y. Times Magazine’ May Rebate; Other Late News 


e Unofficial reports at ApvERTISING AGe’s press time Friday were that 
publishers and union executives were hopeful that the 17-day news- 
paper strike would be settled shortly and that New York dailies would 
resume publication Dec. 29. The New York Times indicated that it 
would probably give a 100% rebate to advertisers in the Times Mag- 
azine in issues which got no circulation because of the strike. This 
Week Magazine said no decision had yet been reached on the rebate 
question, as did the New York News, which carries a roto section on 
Sundays. 


e Sydney Russell, formerly co-owner and publisher of Material Han- 
diing Diyest and New York Industrial World, will become publisher of 
Casket & Sunnyside, New York, funeral directors’ monthly, Jan. 1. He 
will succeed Charles S. Baur, publisher for the past ten years, who 
has resigned. Mr. Baur was a former vp of Iron Age and the Chiiton 
Co. Mr. Russell, after serving with the Fifth Army overseas in World 
War II, was an advertising representative for Hosiery & Underwear 
Review and advertising manager of Cleaning & Laundry World. 


e Mrs. Jean Berg, formerly director of press and promotion for radio 
station CGCG, has been named sales promotion manager of Dominion 
Dairies, Montreal. 


e WGR-TV, Buffalo, has purchased the 620’ tower of WBUF, Buffalo} 
uhf tv station closed down by NBC this fall (AA, June 16, Oct. 6). 
WBEN-TV, meanwhile, has bought WBUF’s building, facilities and 
a second WBUF transmitting tower. 


e Lynn Gordon, for the past three years an account executive with 
Kenyon & Eckhardt, Los Angeles, has joined the Los Angeles office of 
Outdoor Advertising Inc. as an account executive. 


e Ernest J. Macaulay, for the past 14 years eastern district manager of 
Factory, will join Purchasing Week, another McGraw-Hill publication, 
Feb. 1 as marketing services manager, a new position. He will direct 
promotion, research, merchandising and sales helps. 


John H. Bull has resigned as exec vp of Sorensen Advertising Co., 
Chicago, to join Reynolds Metals Co., Richmond, as a consultant in mar- 
keting and product development. 


e Benjamin W. Corrado, market research director of National Distillers 
Products Co., has been elected a vp of the company. Before joining Na- 
tional in 1955, Mr. Corrado was a liquor marketing consultant and 
publisher of “Corrado’s Liquor Handbook.” Previously he had been 
special assistant to the president of Publicker Industries, Philadelphia, 
and coordinator of its advertising. 


e J.B. Cowie has been elected assistant vp of Scott Paper Co. in charge 
of its Hollingsworth & Whitney sales division. He has been general 
manager of the division since H&W was merged with Scott in 1954. 


e Don Kemper Co., Chicago, has been named to handle advertising for 
the new Astromatic division of Electrosnap Corp., Chicago producer of 
instrumented panels for the missile-rocket industry. Stoetzel & Associ- 
ates will continue to handle advertising for Electrosnap’s switches and 
controls. Four-color inserts utilizing irridescent inks which duplicate 
the vivid color lighting of the Astromatic panels will be used, beginning 
in February, in missile and rocket trade publications. 


e Schick Inc., Lancaster, Pa., has promoted F. D. Crews to be general 
sales manager. Jerry Hyman has been named general merchandising 
manager, a new position, and Arthur R. Heisch has moved up to suc- 
ceed Mr. Crews as general manager of operations and supplies, Schick 
Service Inc. Mr. Hyman was eastern district sales manager. Schick 
also announced that, effective Feb. 20, it will join the current industry 
trend of discontinuing trade-in allowances on new shaver purchases. 


e Roche Laboratories division of Hoffman-La Roche, Nutley, N.J., has 
appointed William D. Gulick director of advertising, Wellden C. Neill 
assistant director of advertising and Ira Contant director of creative 
services. Mr. Gulick was formerly advertising manager of Warner- 
Chilcott laboratories; Mr. Neill has been a product group ad manager 
at Chas. Pfizer & Co. Mr. Contant has been ad manager of Roche Lab- 


\lation figures 


oratories since 1948. 


e Hugh M: O'Neill has been elected to replace the late Herbert Gleitz 
as board chairman of Cleveland Broadcasting Co., owner of Radio Sta-_ 
tion WERE. 


| 


ABC Completes 
Special Audit of 
Houston Dailies 


audit by the Audit Bureau of Cir- 
culations has determined that the 
Houston Post had the largest daily 
paid circulation of any newspaper 


\in this market for the 12-month 


period which ended Sept. 30, 1958. 

The ABC audit disclosed that 
the Post had an average total paid 
circulation of 200,551 as com- 
pared with 193,014 for the Chron- 
icle. Both newspapers had been 
claiming circulation leadership 
over the past year. The third 
newspaper in this city—the Press 
—finished third with an average 
daily circulation of 107,236. 

In its special audit, ABC disal- 
lowed paid circulation claims of 
12,458 copies daily, 11,445 copies 
for Saturday, and 12,777 Sunday 
copies for the Chronicle. 

ABC also ruled that the differ- 
ence between figures shown in its 
report and the Post’s publishers 
statements for the one-year peri- 
od ending Sept. 30, 1958, amounted 
to an average deduction of 6,843 
copies for weekdays, and 6,845 
copies for Sunday. 


® The audit showed the Chronicle 
ahead in Sunday circulation with 
an average of 217,837, as com- 
pared with 209,295 for the Post. 
Chronicle officials told Apvertis- 
ING AGE that their newspaper has 
never lost the circulation leader- 
ship on Sunday. 

In city zone circulation, the 
Chronicle led with 145,016, as 
compared with 133,718 for the 
Post. In the retail zone area, the 
Post had 46,945, as compared with 
31,009 for the Chronicle. 

ABC attributed the differences 
in its figures and those in the 
Chronicle’s publisher’s statements 
to complimentary copies, bulk 
sales, subscriptions in arrears 
over three months, mail subscrip- 
tions not qualifying as paid, cleri- 
cal errors and left over and unsold 
copies. 

Differences in the Post’s circu- 
in its publisher’s 
statements and ABC's figures 
were attributed to bulk sales, sub- 
scriptions in arrears over three 
months, clerical errors and left 
over and unsold copies, ABC said. 


s AA learned, however, that 
much of the paid circulation for 
both newspapers which was not 
allowed by ABC was copies which 
were purchased from the newspa- 
pers by carriers and dealers for 
the purpose of delivering them to 
prospective subscribers. 

“All of these copies were paid 
for and these copies reached the 
hands of consumers,” one news- 
paper man told AA. “Advertisers 
were not cheated. This is a prob- 
lem confronting most newspapers 
that no one seems to know how to 
solve.” 

The special audit was requested 
by the Post. Later, the Chronicle 
asked ABC for a special audit of 
the Post. 


® Chronicle officials said their 
newspaper had led in total circu- 
lation from 1930 until September, 
1957, when the Post went ahead 
by 550 copies. The Chronicle re- 
gained the lead by 2,777 copies in 
the six-month period ending 
March 30, 1958, the Chronicle 
said. # 


New York Oftice Opens 

The New York Office, a nation- 
al public relations service for ad 
agencies, has opened at 75 E. 
55th St. Alec Campbell, formerly 
with Temblyn & Browh Inc., is 
chief executive officer. 
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Type faces used are: 
Bertschtypes No, 70B and 89A 


s Gotham-Vladimir celebrated its 
‘trol all the 50 years...And eso- 


|showed that only three of the 132 
| largest agencies include no person- 


|move to serve 


ADVERTISING REVIEW 


(Continued from Page 51) 


| year-end which plotted new direc-| market for financial support for 


$120,000,000 among them .. .Comp-/| tions and approaches for the tri-| the first time, when A. C. Nielsen 


ton Advertising dug up old pix to} 


mark its 50th year since founding 


lings of $75,000,000 .. . 


50th birthday, as did Wade, where 
the same family has been in con- 


teric research. by the AA staff 


al names, but at many, one or more 
—and often all—of the names on 
the door represent no present) 
member of the firm... 

McCarty Co.’s Dallas office, in a 
small-advertiser 
clients, announced it would be wil- 
ling to serve a maximum of six ac- 
counts with budgets as low as $12,- 
(000 a year, provided the agency 
received a fair percentage of such 
clients’ annual sales ... And a 
Philadelphia judge granted a per- 
manent injunction to Warwick & 
Legler, preventing ex-client Schick 
Inc. from using the cotton test idea 
|for its shaver. The decision rein- 
forced the contention that an agen- 
cy continues as owner of all un- 
used, unpaid-for and unpublished 
|advertising plans and ideas pre- 
/pared for a client. 


Research 
| 1958 turned out to be the year 
of the skeptic in relation to re- 


partite organization. 


| registered with SEC prior to open- 


Split much of the year over the|ing trading across the counter. In 
as the Blackman Co. with five em-| issue of whether or not to proceed|the process, the giant researcher 
/ployes and less than $100,000 in with a major study of magazine revealed that its sales have reached 
billings. It now has 750 people in | audiences, which finally was aban- | $24,000,000 annually, with profits 
six offices, and expected 1958 bil- | doned to “avoid divisiveness” with-' running over a $1,000,000, but 


Irretenal Dreams Bu! Rorena! Behavior” 


(A ee prove thew eae by the pou Restore of the 


considerable show of unanimity 
pointing toward more validation 
work on media surveys made by 


tended to was the matter of replac- 
ing Wm. A. Hart, who resigned as 
ARF president in August. 

In the meantime, Advertest Re- 
search organized a subsidiary, Qu- 
Meter Corp., to offer a new print 
advertising measuring service 
based on the Communiscope, device 
originally touted by an ARF com- 
mittee, and six months later split 
in two, with Advertest partners 
Richard Bruskin and Seymour 
Smith each forming a company un- 
der his own name .. . Look re- 
leased results of an Alfred Politz 
study of audiences of nine maga- 


search. Promotional practices, par- 
‘ticularly in the local radio field, 
which had the effect of hypo-ing 
ratings, brought anguished howls 
from stations, advertisers and 


agencies alike, and led to some) 


| “agonizing reappraisals” of the 
loca] ratings picture. American Re- 
|search Bureau adopted a “one- 


| week four-week” reporting tech- 


zines, crediting Reader’s Digest 
with a total audience of 34,950,000; 
| Life with 32,100,000; Look with 27,- 
| 900,000; SEP with 21,950,000 ... 
| And Politz proposed the establish- 
|ment of a continuing measurement 
| service for magazine ad exposure 
}to seven publishers, with initial 
| reaction reported good. . . 

National Industrial Conference 


Semanticist Hayakawa Blames Motivationists 
for Ills of Automobile Makers 


fm the apeing. 1807. tenwe af “ETC. A Rewiow of Genewat 


in the industry, ARF wound up the| 
year with 287 subscribers and aj/ing little or nothing to the net 


others, and more trail-blazing in) 


research techniques. Still to be at-| vith the majority of U. S. busi- 


|nesses, mostly found 1958 a some- 


| 


'nique which it hoped would solve} a erer 
hypo-ing and other rating week | Board will conduct a continuing 
abuses, and others also moved to- | study of consumer buying plans for 
ward less advance promotion and Newsweek .. . ARF and Nielsen 
'more widespread checking in an | research shows tv households, as 
attempt to get more typical and | of March, totaled 42,400,000—84 % 
fewer atypical results. total of U.S. homes. Counties with 

The Senate, checking into the| largest number of tv homes: Los 
broadcast picture, also decided to| Angeles, 1,773,850; Cook (Chica- 
ask program rating services to tell 8°), Illinois, 1,420,220, Wayne 
them how they operated and how) (Detroit), Michigan, 766,540; Kings 
efficient they are. And the lack of (Brooklyn), New York, 730,480, 


eed temonm eB Merstews ped 


cenmmetnte Bote 


mm priced” cary han latine Gemainmasty 
The menstersrers Biome Ue rower, 


broadcast research still contribut- 
earnings figure. 


Media 


Advertising media, in common 


what disappointing year from the 


| standpoint of total volume and 


profits, as the volume of advertis- 
ing slipped below previous levels 
for the first time since World War 
At year-end, preliminary fig- 
jures indicated that television 
might be the only important me- 
dium to register a gain in volume 
jover 1957, and even here sales 
|problems were apparent. Spot ra- 
dio, which was running a revival 
|and was ahead of ’57 for the first 
/nine months, ran into a slowdown 
in the fourth quarter which made 
it appear that the year would not 
equal ’57. All other major media 
were down, on the order of 5 or 
'6%, with the exception of news- 
paper supplements, which showed 
a surprising 10% increase for the 
first ten months. 

The number of media tended to 
shrink still further during the 
year, as mergers took their toll, 
but on the whole the media field 
exhibited remarkable _ stability 
during the year. 


= Among newspapers, the Justice 
Department permitted the New 
Orleans Times-Picayune to pur- 
chase the New Orleans Item on 
condition that it agree to resell 
the paper within 60 days to any 
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qualified buyer willing to match 
its purchase price of $3,400,000 
plus $75,000 for. expenses (none 
did). More important, the Times- 
Picayune agreed to stop using 
forced combination rates on morn- 
ing, evening and Sunday editions, 
and to withdraw from radio and 
television, for at least 25 years. 

And in Georgia, newspapers, 
(particularly in Atlanta) were hit 
by a state revenue commission or- 
der barring liquor ads in newspa- 
pers having more than one-third 
of their circulation in dry coun- 
ties; in Cincinnati, the Post, 
Scripps-Howard daily, purchased 
the Times-Star and merged it. 
Scripps, also majority owner of 
the morning Enquirer, thus be- 
came the only newspaper pub- 
lisher in Cincinnati ... and the 
ANPA reported 226 U.S. and Ca- 
nadian dailies were merged out of 
existence between 1930 and 1957. 


= In Grand Rapids, Booth News- 
papers, owner of the Press, bought 
the Herald, but did not merge it, 
continuing publication of both pa- 
pers; while in Toronto the Star 
was bought from the Atkinson es- 
tate for $25,500,000 by Hawthorn 
Publishing Co., a new company 
composed of officials of the Star 
and trustees of the estate. 

The merger fever hit the news- 
paper representative business, too, 
with Katz Agency and Reynolds- 
Fitzgerald participating to form 
the newspaper division of Katz, 
representing 30 newspapers 
through 11 offices. In Houston, the 
agency for Duncan Coffee Co. is- 
sued a blast at Oklahoma newspa- 
pers and tv stations which have a 
special rate called “local general” 
for local companies other than re- 
tailers, and withdrew Duncan ad- 
vertising from the state. A month 
later it was back. And in Chicago 
it was revealed that newspapers 
in 19 cities have decided to in- 
clude metropolitan area total cir- 
culation figures in their ABC re- 
ports. 


s General Motors, Ford, Chrysler, 
Lever and Seagram were the top 
national newspaper advertisers of 
1957. Total national expenditures 


FOREIGN COIN ~ ° 
PROMOTIONS! | _,% 
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ROYAL COIN CO., INC. 
47-A West 46th St., New York, N. Y. 


success of the Edsel (apparently 
the subject of much research be- 


Market Research ‘Isn't 


| fore it was introduced) and the sad 
| sales stories of all automobiles led 
to a barrage of attacks on research 
| and its findings. 

The most devastating was 
|launched in AA’s pages by E. B. 
| Weiss, who flayed away at re- 
searchers and economists, and 
urged far greater reliance on “dis- 
ciplined intuition” by marketers. 
|His attack stirred a hornet’s nest 
|of replies, mostly with researchers 
|disagreeing violently and non-re- 
| searchers expressing joyous assent. 
| The automotive situation led to any 
number cf attacks on motivation 


| Philadelphia, 578,300. 

Horace §S. Schwerin, noted 
broadcast researcher, told a Cana- 
| dian audience that tense shows like 
mysteries, westerns and melodra- 
mas create patterns that tend to 
surround “and even inundate” the 
commercials which appear on 
them, and suggested that advertis- 
ers learn to adapt their commer- 
|cials to the pattern of the environ- 
ment in which they are heard .. . 
Lester Frankel, of Audits & Surveys 
Co., told an American Marketing 
Assn. workshop that it is still vir- 
tually impossible to measure the 
“over-all influence” of advertising, 
but this is precisely what Du Pont 
is trying to do with a huge long- 
range program of operations re- 
search experimentation in the area 
of advertising. . . 

The Bureau of the Census, which 
has not reviewed most of the 178 
existing “standard metropolitan 
areas” which it set up in 1948, will 
take a new look at the country’s 
population pattern; some SMA’s 


research, with one of the most) will be enlarged, some which over- 
rugged coming from semanticist| lap will be consolidated, and some 
and language authority S. I. Hay-| which didn’t exist 10 years ago 
akawa, who attacked the concept) will be added to the list .. . And 


Gateway to 
the MOON 


We Dominate at Cape Canaveral 
{Moon Missile Base| in Brevard and in Four 
other Florida counties where we 

outsell Miami, Jax and Tampa papers 5 to 1. 


Down in Orlando, Fla. we have just started 
printing on our big new $212 million (including 
building and color gadgets) 8 unit Hoe Color 
Convertible press, fully equipped with all the lat- 
est devices to insure the best color printing possible. 


We've already announced new LOWER COLOR 
RATES. That’s not all. Now, we are proud to 
announce... . 


OVER 100,000 
DAILY CIRCULATION 


[in a City of 85 thousand] 


of the automobile as a sex symbol 
as so much nonsense, 

The Advertising Research Foun- 
dation wound up the year with a 
new chairman—Ben Donaldson, 
just retired director of institutional 
advertising for Ford, replacing 
Wallace H. Wulfeck of Win. Esty 
Co., after a peaceful meeting at 


General Mills, running a three-way 
split run test on r.o.p. color in the 
Washington Post & Times Herald, 
found that four colors outpulled 
b&w 79% in coupons, with only a 
24% premium in cost; and two col- 
ors outpulled b&w by 28%, at 11% 
greater cost. . . 

Research went into the public 


Plus: NEW ABC CITY ZONE FIGURE 
171, 
Orlando Sentinel-Star 


“Ask Branham about Sentinel-Star Color’ 


168 
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for that year were $757,401,000, up 


2.6% from 1956 for a new record.|nounced a companion publication,|and Wade—inveighed against tri- | $637,000,000 in 
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newspaper-magazine field, an- 


cluding Ted Bates & Co., Burnett! $568,000,000 in 1958, and may hit 
1959. But mean- 


The Milwaukee Journal led all! Suburbia Today, to make its debut |ple spotting of commercials and| while, Industrial Marketing re- 
newspapers with 2,643,000 lines of in January. It will be a monthly | included riders on their space| ported ad volume in business pub- 
r.o.p. color in 1957. Next in order: |colorgravure supplement primar- | contracts insisting that they would | lications off 11.7% for 11 months. 
Los Angeles Times; Atlanta Jour-|ily for suburban papers, with a'refuse to honor invoices if their | 


nal and Constitution; Nashville 
Tennessean; Birmingham News. 
Strikes plagued a considerable | 


guaranteed initial circulation of 


1,000,000. 


8 Conover-Mast and Domestic En- 
gineering Co. settled their litigation 
over Institutions and Institutional 


clients were triple spotted. 


® Practically every network's top 


number of newspapers through|# John Hay Whitney moved into 
the year, the mest serious from aj|the publishing business with both 
revenue standpoint being a deliv-|feet during the year, buying Pa- 
ery strike in New York which|rade for a reported $10,000,000, 
shut down all Manhattan dailies| and five weeks later taking over 
during the December Christmas/|‘“‘clear working control” of the 
shopping season. Among other ef-|New York Herald Tribune 
fects, the strike was expected to|Frank Braucher, 50 years in the 


have a serious effect on the sec- 
ond annual public report of the 
New York Times, which made its 
figures public for the first time 
this year. It showed gross operat- 
ing revenue for 1957 of $86,844,- 
000, net of slightly over $3,000,000, 
with somewhat less than half com- 
ing from newspaper operation, the 
remainder from investment in a 
paper company. 


8 One of the biggest potential hr 

sles of the year was settled ami- 
cably. It involved Buick, McCann- 
Erickson, the Bureau of Advertis- 


Buick,McCann, BotA 
Hassle Over Researc 


Agency Revert te Dealers \Gencrsl_ Motes Corp. and 
Contains TV Figures That mais conce ew 
Bureau, NAEA Challenge “orem hr 


De Ne 


x 


ing and the Newspaper Advertising 
Executives Assn. The agency sent a 
communique to Buick dealers 
quoting research to show broadcast 
media much cheaper than print in 
delivering ad messages, and news- 
paper interests reacted violently, 
with regard both to the validity of 
the research and the implications 
of passing it on to dealers. A meet- 
ing between interested principals 
achieved a peace of sorts. 


s During the year, 
added r.o.p. color printing facili- 
ties, bringing the total number to 
764, and a study by the Houston 
Chronicle showed color increasing 
readership 80% and_ retention 
94% over b&w ... 33 dailies now 


93 dailies 


|magazine business and one of its 


most colorful figures, retired as 
president of Periodical Publishers 
Assn. but continued as a consult- 
ant McGraw-Hill rejoined 
|Magazine Publishers Assn., from 
which it resigned a year earlier, 
saying the association’s recent 
course indicates it will be helpful 
to business papers as well as gen- 
eral magazines. 

Sunset Magazine, most success- 
ful regional, celebrated its 60th 
| anniversary; Esquire its 25th; Sci- 
ome American its 10th under 


new auspices...Farm Journal 


j}moved boldly to cut rates and 
|guarantee in effort to weed out 
non-farm subscribers . Gibson 
McCabe moved up to publisher o‘ 


president and publishing director 
of U.S. News ... A special study 
by Magazine Ad Bureau showed 
color accounting for 60% or more 
of total advertising in 10 top mag- 
azines. 


= Biggest excitement in magazine 
|circles occurred in November, as 
Otis Wiese, editor and publisher, 
William B. Carr, vp and ad direc- 
tor, and 12 others left McCall’s in 
a mass resignation over policy dif- 
ferences. H. R. Mayes, former ed- 
itor of Good Housekeeping, took 
over the editorial reins, in turn 
being replaced by Wade Nichols, 
who had been editor-publisher of 
Redbook, a McCall property 
Agricultural Publishers Assn. 
|voted to set up a Farm Publica- 
tions Advertising Bureau with an 
| initial appropriation of $50,000... 
And Everywoman’s Family Circle 
announced a departure in handling 


offer frequency rates on national,|S¥arantees, offering advertisers a 


according to Moloney, Regan &| 
Schmitt ... And at year-end, Ken 
Skillen, ad director of Armour & 
Co., amazed newspaper represent- 
atives in Chicago by telling them | 
that Armour is buying some of 
its newspaper, radio and television | 
advertising at local rates, and ex- | 
pects to buy more that way, com- 
pensating N. W. Ayer & Son, its 
food agency, by paying the agency | 
commission itself. 


} 


= Aside from postal entanglements | 
on inserts and refusal to support 
the ARF’s projected magazine cir- 
culation, biggest news in the mag- 

zine business was made by 
changes in ownership of three ma- 
jor properties, merger of two) 


Canadian magazines, and birth 
of another newspaper-distributed 
magazine. 

Curtis acquired the voting stock 
of American Home and took the 
book over as a subsidiary. Hearst 
bought Popular Mechanics and 
added it to its string of special- 
interest magazines. Fawcett Pub- 
lications, which prints Woman’s 
Day, bought the pioneer store-dis- 
tributed book from A&P, con- 
tinuing the policy of expanding 
distribution to non-A&P outlets 
and newsstands on the West Coast. | 
Everywoman’s Family Circle, with | 
some 6,000,000 circulation, resulted 
from the merger of Family Circle 
and Everywoman’s, to narrow the 
store-distributed publication field 
further; and in Canada, Chatalaine 
took over the circulation of Cana- 
dian Home Journal and reported 
a net paid of 675,000 in Septem- 
ber. Family Weekly, newest na- 
tional entrant in the Sunday 


mio ’ . oa 8 
store-distributed books and two) [V Deterioration 


guarantee based on the _ issues 


pend actually use, rather than on 


six-month or one-year averages... 
Ralph H. Flynn resigned as presi- 
dent of Popular Science Publishing 
Co. to become publisher of Ameri- 
can Salesman, which he bought 
from his former company... 


# In broadcasting, network radio 
moved substantially further in the 
direction of a barter setup, with 
networks providing program ma- 
terial in exchange for time, with 


Burnett Acts to 
Cut Multi-Spot 


Agency's Study Says 
NAB Code ‘May Not 
Reflect Authors’ Intent’ 


Cuicaco, Oct. 30—A survey of 
multiple spotting practices among 
411 television stations has led 
Leo Burnett Co: to establish a def- 
inite policy against triple spotting 
of its clients’ announcements. 

Abvertisinc Ace learned this 
week that the Burnett survev 


CBS formally adopting such a pro- 
cedure and predicting that it will 
spread. The only real field test of 


|pay tv, in Bartlesville, Okla., sus- 


pended after nine unsatisfactory 
and unprofitable months of trying 
to get pay for movies. And west- 
erns continued to dominate the 


ued: success of the Jack Paar show 
abdut the only contra-trend pro- 
gram item. 

--More and more agencies—in- 


command changed in one way or 
another during the year. At CBS 
two divisions were created for tv, 
one for network, with Louis G. 
Cowan, $64,000 Question creator, 
{named its president; ihe other for 


.1!CBS Television Station division, 


filled by Merle S. Jones, pre- 
viously president of CBS Televi- 
sion. At Mutual the top manage- 
jment changed twice in the year 


Feeding & Housing with the latter’s | 


name being changed to Volume 
Feeding Management . Chil- 
ton Co. bought Product Design & 
Development from Franklin H. 


| Johnson Inc. for $900,000 . . . Ad-| 


| vertising Publications Inc. bought 
Advertising Agency Magazine from 


bearing his name... Frank Gold- 
berg, 67, founder and managing 
director of Goldberg Advertising, 
|Sydney, Australia, and frequent 
| visitor’ to the U. S... Warren C. 
Agry, 68, retired vp of American 
Home and previously publisher of 
Good Housekeeping... 

Robert D. Levitt, 47, onetime 
publisher of The American Weekly 
and Puck—The Comic Weekly, and 
onetime husband of Ethel Merman 
... Louis Ruppel, 54, onetime edi- 
tor of Collier’s and managing edi- 
| tor, executive editor and editor of 
|various newspapers, as well as 
publicity director of Columbia 


|Moore Publishing and merged it| Broadcasting System... Emanuel 
with ADvERTISING AGE and Indus- | Sacks, 56, vp in charge of programs 
trial Marketing ... Moore also sold|and talent for NBC’s television 


Newsweek and John H. Sweet to|\there were 


350,000. 


las ownership changed: Armand! American Printer to Maclean- 
Hammer, president of Occidental|Hunter, which merged it with In- 
Petroleum Corp., took over as net- | land Printer... 

work president from Paul Roberts,| B. P. Mast Jr., son of one of the 
and in turn was replaced by Alex-| founders and a vp, was named 
ander L. Guterma, president of|president of Conover-Mast Publi- 
F. L. Jacobs Co., when that com-| 
pany’s parent organization bought | 
Mutual, via Hal Roach Studios. At | 


Search Continues 


NBC, Robert E. Kintner moved up|_||for Harvey Conover, 
to president, with Robert W. Sarn- : 
off as chairman. || Yacht Companions 


| New Yor«, Jan. 9—Search for 
Harvey Conover, president of Con- 
over-Mast Publications, and four | 
other persons with him aboard his | 
yawl Revonoc, missing since New 
Year's day in the wind-lashed seas | 
off the Florida coast, is being in- 
tensified and extended, his office 
here said today. 


|@ With network tv time sales for 
ithe first nine months pegged at 
| $408,000,000, compared with $328,- 
000,000 during the previous year, | 
still indications of | 
plenty of gold in the broadcast | 
|hills. For one thing, a West Coast | 
tv director estimated $50,000,000 | 
was spent on tv commercial pro- . ; t se ssell 
duction in the USS. in 1957, with | Jverke eyes ve was named pres. 
— going to Hollywood, and the |igent of Penton Publishing Co. as 
proportion rising. And Desilu Pro- George O. Hays moved up to 
|ductions Inc., planning to list its iin. Medill School of 
Seema pg he Oe trew, (Journalism at Northwestern Uni- 
rege ° : |versity formed a business press 
$4,668,000 in fiscal 54 to $15,000,- | institute to train journalists in the 
i= in fiscal 58. And again, — business publications field and to 
|pendent TV Corp., formed in July | noid seminars for present workers 
eS ee ee cae ... Associated Construction Pub- 
ga 10 SSOCKT ‘| lieations, a joint sales organization 
of London, bought Television Pro- ; e ae 
grams of America for a tidy $11,- 


cations to succeed Harvey Con- 


| for state and regional construction 


tising by the Federal Trade Com- 
# At year-end, Tod Storz amazed | mission; its reply, “Ridiculous!” 
radio observers by making his re- | . 
cently acquired KOMA, Oklahoma! jy the outdoor field, Warner 
City, an NBC affiliate; Storz had Moore, president since 
built a radio empire on strong 10- Outdoor Advertising Inc., nation- 
cal, non-network operations. 
_A group of 15 radio-tv directors mid-year, and will be succeeded 
picked the Tea Council radio pro-| jan °} by Felix Coste, retired vp 


grams as the best of '58 in a poll | ang director of marketing of Coca- 
sponsored by ApvERTISING AGE./Coja Co. John O. Bricker, who 


|papers, was accused of monopoly | 
on construction equipment adver- | 


1955 of | 


al sales organization, resigned in | 


television scene, with the contin-| 


|\Others: Beech-Nut gum, Clark 
gasoline, Contadina tomato paste, 
Dodge Motor Co., Pepperidge 
Farm, Newport cigarets. 

And AA’s Eye & Ear Man said 
the best current tv commercials 
were for Beech-Nut gum, Chevro- 
let, Camel, Ralston, Manufacturers 
Trust Co., Tip Top bread, Zest, 
Hamm’s beer, Lestoil and Win- 
ston cigarets. 


= As 1958 drew to a close, it looked 
as though there might finally be 
some action as a result of the 1956 
study of network television opera- 
tions which resulted in the FCC’s 
Barrows report. CBS eliminated its 
“must buy” provisions in favor of 
a dollar minimum; there were 
some indications that NBC might 
follow suit; and the general feeling 
was that the nets were giving up on 
“must buy” in order to save the 
“option time” concept—a much 


eration. 


sociated Business Publications’ 
seventh annual study showed 24 
companies invested $1,000,000 or 
more in business paper advertis- 
|ing in 1957, and that 348—74 more 


than in 1956—spent $175,000 or) 


more. Biggest advertiser, as usual: 
General Electric, $4,090,000; next, 
American Cyanamid, $2,955,000; 
General Motors, $2,919,000. 

Paul E. Funk of McCann-Erick- 
son reported that business paper 
ad volume has risen from $71,- 


See | 
ae Ti Seek ae 


more vital practice in network op-| 


was named exec vp of OAI Sept. 
1, will assist him 

National Transitads, unce the 
|most important factor in the trans- 
| portation advertising picture, but 
long since relegated to a minor 
role, went into bankruptcy in No- 
vember. Its remaining important 
franchises—in Philadelphia, Pitts- 
| burgh, Boston—were taken over by 
other operators. 
| And at the meeting of baseball 
officials, Robert M. Feemster, 
|Wall: St. Journal exec and owner 
of a minor league ball club 
Florida, moved to form a minor 
|league baseball advertising pack- 
lage, including fence displays and 
loud speaker announcements in 
perhaps 100 minor league ball 
parks. 


Obituaries 


Among the prominent advertis- 


Samuel Dunn, 80, chairman 


in | 


ing men who died during the year: | 


| network ...Elizabeth Jane (BJ) 
| Kidd, 54, famed copywriter cred- 
|ited with being one of the origi- 
|nators, while with N. W. Ayer, of 
the Ladies’ Hom Journal slogan, 
|\“Never Underestimate the Power 
‘of a Woman.”...Frank J. Rey- 
jnolds, 67, president of Albert 
| Frank-Guenther Law... 

| John Bassett, 72, board chairman 
lot the Montreal Gazette ... Harold 
|H. Rosenberg, 75, founder and 
chairman of Industrial Publica- 
tions, Chicago . .. Arde Bulova, 69, 
|chairman of Bulova Watch Co... 
| Otto R. Stadelman, 64, senior vp 
j}and media director of Needham, 


"| Louis & Brorby, Chicago .. . George 


(A. Nichols, 81, retired editor of 
Printers’ Ink .:. 

| Theodore F. Mueller, 59, publish- 
| er of Newsweek... Walker Saussy, 
| 57, president of the Walker Saussy 
agency, New Orleans .. . John R. 
Gilman, 63, former vp in charge of 
advertising at Lever Bros. and Col- 
gate-Palmolive-Peet . . . Norman 
| R. Barnes, 58, chairman of Barnes 
Chase Advertising Co., San Diego 
|... Samuel O. Youngheart, 65, vp 
|of Warwick & Legler, New York... 
| Kenneth M. Goode, 77, author 
} and agency man who taught adver- 
'tising for 25 years at Columbia 
| University ...W.B. Henri, 71, one 
of the founders of Henri, Hurst & 
McDonald, Chicago . . . Mark See- 
len, 64, retired vp and art director 
|of Outdoor Advertising Inc... 
Frank X. Gaughen, 67, retired 
western manager of Capper Publi- 
cations ... 

Wendell P. Colton, 84, founder 

and for 50 years head of Wendell P. 
Colton Co., New York ... 
| Edward E. Wagner, 56, art di- 
rector of Advertising Publications 
. Chester W. Ruth, 66, re- 
|tired advertising director of Re- 
public Steel Corp., Cleveland... 
Charles T. Stuart, 74, publisher of 
Editor & Publisher .. . Alexander 
Rogers, 58, retired ad manager of 
| Libby, McNeill & Libby... 

John Abbink, 68, one-time presi- 
dent of McGraw-Hill Internation- 
al Corp. .. Elmer W. Froehlich, 59, 
| vp and media director, MacManus, 
\John & Adams ... John Gaunt, 
| 46, vp in charge of radio and tele- 
vision of Grant Advertising .. .. 

Robert Jenkins, 56, chairman of 
Smith, Taylor & Jenkins, « Pitts- 
burgh . Raymond R. Morgan 
Sr., 63, head of the West Coast divi- 
sion of Fletcher D. Richards Inc. 
|and radio-tv pioneer .. . William 
J. Griffin Jr., 54, exee vp of Kud- 
|}ner Agency ... Robert F. Heller, 
55, exec vp of Beaumont, Heller & 
Sperling, Reading, Pa. . 

Benjamin Allen, 61, senior vp 
}and director of circulation of Cur- 


Inc. . 


® On the business paper front, As- | 


000,000 in 1940 to an estimated | 


‘emeritus of Simmons-Boardman| tis Publishing Co. . . Frank Ewing, 
|'Publishing Co. and railroad au-|54, board chairman of Fensholt 
thority... Harvey Conover, 66, Advertising, Chicago, in an auto 
president of Conover-Mast Publi-| ™ishap .. . Joseph Katz, 70, chair- 
cations and former board chairman|™an of the Baltimore and New 
of National Business Publications,| York agency bearing his name .. . 
tragically lost on his yawl Revonoc William A. Lee, 59, president of 
off the Florida coast, along with! Lee-Stockman Agency, New York. 
Mrs. Conover, son Lawrence, 27,; Thomas S. Holden, 72, vice- 
an ad representative for Yachting,| chairman and former president of 
and Lawrence’s wife... |F. W. Dodge Corp. . John R. 
| George M. Sutton Jr., 70, presi-| Hearst, 49, third son of the late 
|dent of Sutton News Service and! William Randolph Hearst, assistant 
|former publicity manager for general manager of Hearst News- 
‘Young & Rubicam...Philip J.| papers ... Howard Mix Dancer, 60, 
|Meany, 59, retired founder of the| board chairman of Dancer, Fitz- 
Los Angeles advertising agency| gerald, Sample, + 
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